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HUNDREDS OF NEW CUSTOMERS 


Flock to Stores Featuring Sensational 








YOUR FIGURES 
SINCE AUGUST ARE 
THE BEST THE SHOE 

DEPARTMENT 
HAS EVER SHOWN! 


AND WITH 
OUR EXCLUSIVE 
“RHYTHM STEP” 

FRANCHISE THEY'LL 

KEEP ON 

GOING UP! 


MOST 
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Shy 20 


RETAIL 


SLIGHTLY HIGHER 
WEST OF ROCKIES 
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“Rhythm Step’’ 


Style Shoes with 3 
Extra Comfort Features 


Wherever Rhythm Steps have been introduced they 
have instantly won and held the spotlight with 
women of all ages! “Never have we made such 
amazing sales records with a specialty shoe,” store 
buyers write! 963 pairs sold in three days for one 
store and 800 pairs in another store, with the tempera- 
ture up to 90°—and 100 to 250 pairs a day for weeks 
after are just two instances of how shoe departments 
all over the country are building new high sales 
records with this utterly different kind of style shoe 
that has taken all America by storm! 


Women Thrilled with Buoyant 
Ease of Invisible Rhythm Treads 
in Light, Dainty Shoes! 


It’s no wonder Rhythm Steps are a “hit.” Their revo- 
lutionary new principle supports the foot at three 
strain points ... the heel, the arch, and the metatarsal 
arch . . . without the need of thick leathers, blocky 
heels and heavy construction! For the first time in 
years, women who have been wearing heavy “com- 
fort” shoes can wear real style shoes . . . with extra 
comfort. And they are coming by hundreds to stores 
featuring this new thrill in footwear! Ask about ex- 
clusive Rhythm Step franchise . . . get the details 
about this specialty shoe that is setting new high sales 
records for stores everywhere! 


JOHNSON, STEPHENS & SHINKLE SHOE COMPAN Y 


ST. LOUIS, MISSOURI 


When writing advertisers please mention Boot and Shoe Recorder 
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VOICE of the TRADE 


SAKS FIFTH AVENUE, in a 
full page ad, says: 

“For the 1,935th time—CHRIST- 
MAS. We sat down to think of the 
reasons why you should buy gifts 
at Saks Fifth Avenue. We mean 
your reasons for buying, not ours 
for wanting you to. Without com- 
mercial ballyhoo, we offer you just 


TES b 


“This is a good store. We don’t 
say it is the only good store. If this 
reminder sends you out to shop in 
one of the others, it will still bene- 
fit us sooner or later, for all good 
stores have a common cause.” 

What a swell line for merchants 
to remember—‘“For all good stores 
have a common cause.” 





* * * 


HIIS memory carries on and his 
name was on many lips when buy- 
ers met in New York this week, for 
Leonard Volk stood for the highest 
ethics in the shoe business and his 
principles built, not only Dallas, 
Texas, but influenced the standards 
of many businesses the country 
over. 

His was an irreparable loss to 
the retail shoe industry for he 
walked straight, talked straight and 
lived straight. 


eB) OHN GUERNSEY, editor and 
coordinator of the first U. S. Dis- 
tribution Census, says: 

“Retail sales in the United 
States, 1929, $50,000,000,000; 1933 
—$25,000,000,000; 1935 — $32,- 
000,000,000. Number of retail 
stores—1,538,000. Number of full- 
time employees in retail stores, 
3,750,000; number of part-time em- 
ployees—675,000. Number of pro- 
prietors and firm-members working 
in their own stores, in addition to 
employees—1,500,000. Total capi- 
tal invested in the retail business in 
1935 (estimated) $11,500,000,000.” 


* * * 
@. R. ASLAKSON of Sebastopol, 


California, enters the Mismate dis- 
cussion with: 





“The best way to eliminate mis- 
mates is for every clerk to meet 
with the proprietor and agree that 
each and every one who causes a 
mismate shall pay the remaining 
mismated pair price and carry a 
stiff cardboard in his pocket for a 
week marked ‘Mismate experience.’ 
Watch your sizes when you fit the 
shoe and always check all sizes 
and numbers when wrapping or if 
customer wears them out of the 
store. 
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“I have had three mismates in 
ten years and my clerks never have 
them. They watch their figures in 
each shoe before delivery. I drove 
to a rancher one Sunday morning, 
exchanging a new mated pair for 
worn shoes and that was real medi- 
cine for memory. Watch your fig- 


WILLIAM F. WASHBURN, vice- 
president and general manager of 
D. Armstrong & Co., Inc., of 
Rochester, N. Y., told the story of 
“Balance in Motion” before the 
Advertising Club of Boston. This 
is what the ad men said about him 
and his message: 

“A revolutionary principle of 
making and fitting shoes. Before 
this new principle was ready for the 
market, it was for ten years sub- 
jected to intensive research by a 
university, by the Rockefeller Foun- 
dation and by the Eastman Kodak 
Company—as well as by many 
qualified individuals. 

“The patience, the research, the 
non-commercial methods pursued 
so carefully and so long before 
placing the new idea and product 
before the public, are only par- 














alleled by the subtle perfection of 
the promotion and promotion ma- 
terial once the time for action 
came. 

“Mr. R. Washburn is a native 
of Brockton and therefore knows 
shoes. He is a graduate of Andover 
and of Amherst College. He has 
been president of the class of 
1911 since he entered Amherst in 
1907. A fast third baseman; a 
veritable stick of dynamite in the 
forward line of a hockey team; a 
golfer of attainment both in scor- 
ing and sportsmanship. And a splen- 
did personality—dynamic, spark- 
ling—an excellent speaker and a 
good fellow.” 


* a * 


ERVING SILBERBOGEN of Mar- 
kell’s Corrective Shoe Store in 
Brooklyn is proud of the good work 
he is able to accomplish in con- 
junction with the medical profes- 
sion in correcting flat feet in chil- 
dren. He reports very successful 
corrections in children’s feet which 
would otherwise require severe 
mechanical devices which would 
very often work a hardship on the 


child. 


* * * 


MAADE in 1810—retired from 
actual wear in 1918. This record 
is offered by Lynn in an example of 
footwear endurance. The _ boots 


were made in Lynn by hand 125° 


years ago. They’re boy’s boots, 
size 9. Three generations of the 
Wiggin family wore them in the 
size 9 age. John R. Wiggin, a motor- 
man, is the present owner. 





If some heedless youngster hadn’t 
put his feet onto the stove to dry 
his boots, these 125 year old boots 
might still be serviceable. But the 
heat burned a hole almost through 
the bottom of the forepart of one 
of the boots. 

Burrows & Sanborn are exhibit- 
ing these boots in their shoe depart- 
ment. Uppers of these boots are of 
cowhide leather. Pull straps are 





THEY WANT TO BUY 
BASANT, 
ASY, 





QUNXING 1S PL 





—Most business men want informa- 
on how fo sell the fellow who 
doesn't want to buy. 

—Whereas they should be asking 
themselves "How can we sell the 
fellow who does want to buy?” 

—There's hardly a man, woman, or 
child in this great country of ours 
who doesn't want to buy. 

—And a majority of them have the 
means to buy. 

—So our great sales job for 1936 is 
to create ways and means of sell- 
ing the people who really want 
to buy 

—but who need intelligent and def- 
initely dramatized encouragement 
to show them what, when, and 
where they should buy. 

—If you assume that everybody in 
your community wants to buy, 
you'll soon discover new sales 
psychology in your organization. 


ee 


President 





fitted to the sides of the tops. The 
soles are fastened on with wooden 
pegs. The outsoles have been re- 
newed time and again. The heels 
also were pegged on. But the last 
time a new top lift was put onto 
the right heel it was fastened on 
with nails. 

One youngster scuffed a hole 
through the toe of the left shoe, so 
the cobbler sewed a patch into the 
hole and the toe was as good as 


new again. 
* * 


W.. 0. BENTLEY, vice-president 
of the Kistler Leather Company of 
Boston, Mass., says: 

“The time is not distant, if it 
is not already here, when shoe 
values will be closely analyzed 
from the standpoint of the parts 
which enter into their manufac- 
ture. When merchants express in- 
terest in: our leather outsoles, it 
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reveals to us their confident atti- 
tude toward the salability of foot- 
wear wherein materials are used 
with which they feel familiar. It 
is, moreover, an indication of the 
progress being made toward the 
time when values rather than price 
will form the favorable trading 
base. 

“T venture the opinion that many 
dollars are lost annually by over- 
looking the relationship of parts 
to price and what opportunities are 
created by use of dependable parts 
for better store service and profits.” 


* * * 


STEWART McDONALD, Federal 
Housing Administrator, says: 

“Retailers realize that many 
stores must be modernized or, in 
the next few years, they will have 
lost their profitable usefulness as 
places of business. 

“I urge them to take advantage 
of the credit facilities made possible 
by Federal Housing Administration 
insured loans, to effect now the 
improvements, repairs, and replace- 
ments of building and equipment, 
the need for which has accumulated 
over many years.” 

* * * 


BBY the pound, the price of auto- 
mobiles is down to 23c. In 1925 it 
was 4lc. The price of automobiles 
per horse power has dropped from 
$31.50 in 1925 to $7.80 in 1935. 
This is how the automobile indus- 
try has climbed the economic hills 
and shifted into high gear. 
* * * 





TWO soled men. The male con- 
tinues the tenderfoot of the species. 
And he’s more tender of foot in 
Winter than in Summer. It seems 
that he’s getting worse year by year. 
But it isn’t all his own fault. Cir- 
cumstances are against him. He’s a 
victim of circumstances. And to 
save himself he’s trying double sole 
Winter shoes where he tried but 
one before. 

The son of Adam works in an 
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BOOT 


office as hot as Ethiopia. He has 
on light shoes to keep his feet cool. 
He goes out of doors, and heads 
for home. The sidewalks are as 
cold as Greenland, and maybe wet 
with snow. And he lands home 
with a cold. “Why didn’t you wear 
your rubbers?” So demands the 
lady. And like as not he asks 
where his rubbers may be. Did he 
toss them into the waste basket the 
last time he took them off at the 
office? Or did he toss them down 
the cellar stairs the last time he 
took them off at home? If only he 
could remember, he could explain 
just how it happened that he came 
home with a cold instead of with 
a pair of rubbers. 

But salvation for him is in sight. 
He’s going to get himself a pair 
of two-soled shoes plus insole. One 
outsole is to keep out the damp- 
ness. The midsole to keep his feet 
dry and the insole to retain foot 
dampness. That’s all for protection. 
And he can put on his rubbers for 
additional protection, if he can 
only remember where he left them. 

More shoes with double soles are 
in the market than for many a 
year. And in a lot of them the 
outer of the outsoles are pretty 
well stuffed with oils, greases, tal- 
lows, etc., to keep out the damp- 
ness, even that of snow water, which 
has peculiar powers of penetration. 

The old fellow is still a tender- 
foot. He needs plenty of protec- 
tion, of both sole leather and rub- 
ber, under his feet when the side- 
walks get cold and wet. And if he 
doesn’t go two-soled he’s likely to 
land home with a cold. 


* * * 


CHARLES HARRIS, who sold 
shoes at the fitting stool for Saks 
Fifth Avenue, Delman, Pinet of 
Paris, Fortnum & Mason, etc., 
enters the battle of mismates with 
the following: 

“I have been in the retail ladies’ 
shoe business for the past twenty 
years, representing four of the finest 
organizations in the world. Believe 
it or not, I have never sold a pair 
of mismates. ‘Check and double- 
check’ is my secret. 

“I am now general manager and 
associate buyer for a chain organi- 
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zation in England. My men never 
sell mismates for this reason: 


PENALTY 


Ist pair—l week off—no pay 
2nd pair—2 weeks off—no pay 
3rd _pair—discharged.” 


* * * 


*6BB USINESS conditions have 
snapped back in Houston,” says 
L. E. Tuffly, of Krupp & Tuffly, in 
that important Texas city. “This 
pick-up in trade started the last 
weeks of November, so that we will 
have a whale of a December busi- 
ness. November closed in fine 
shape, and we are showing a fine 
gain to date. December will un- 
doubtedly be the best we have ex- 
perienced in years. Our publicity 
and promotion manager, Mr. Mur- 
phy, is just rarin’ to put his many 
Christmas selling plans in opera- 
tion. 

“It is most gratifying to note 
the multiplicity of sales slips show- 
ing several shoe purchases to one 
person. This is not just a case of 
a customer buying two or three 
pairs at a sitting, it is her buying 
three, four and even five pairs at 
atime. She is not just buying them 
to be sent home, she is buying all 
these shoes and keeping them. This 
increased pairage buying by the 
trade is just one indication of the 
current better feeling which is be- 
ing daily expressed in our store 
on every floor.” 








FRED GANNON, sage of Salem, 
says: 

“The rule of seven may be work- 
ing. Shoes are rising again, after 
a seven years’ decline. Seven years 
ago this time, women’s McKay 
pumps sold at $3.85 a pair, whole- 
sale, according to the government 
index. Next year, they sold at 
$3.70—a drop of 15 cents, accord- 
ing to the same authority. And 
they have since kept on declining— 
according to common knowledge. 
A few months ago, women’s McKay 
pumps were quoted as low as $1.25 
a pair. Now they’re $1.35. And 
predictions of yet higher prices are 
common. 

“The rule of seven, in case the 
rising generation isn’t familiar with 
it, dates back to Joseph’s seven 
years of feast and seven years of 
famine.” 


DENNIS DANIELS of Daniels 
& Daniels, Ltd., London leather 
merchants, was a_ recent visitor 
to the States. He went from here 
to Toronto. Sir Percy Daniels, 
who was formerly an occasional 
visitor here, is now manufacturing 
kid leather in England. During the 
World War he was leather buyer 
for the British government and in 
that capacity bought more leather 
than any man before or since. 
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"| can't help it if you did make the best shoes on earth—we can't have that here.” 





STEADY 


¢¢BPOSSIBLY the commission form of wage may be 
satisfactory in a popular-price shoe store. And it may 
be justified as an emergency measure to save a falter- 
ing firm from failure. 

“But in a high-grade men’s business, straight salaries 
will, in the long run, produce better salesmanship, 
create more good will and build a more solid future 
for both the salesman and the store.” 

There you have the opinion of Ralph P. Levey, presi- 
dent of M. Pokorny & Sons, the distinguished old store 
that has been fitting fine shoes to the men of New 
Orleans ever since 1860. 

“Peculiarly enough,’ Mr. Levey continued, “the 
strong points of the commission system are the very 
factors which make it weak. 

“Commissions develop persistence—fine up to a 
certain point, obnoxious beyond that point. How many 
salesmen know just where to stop? 

“Commissions measure a man’s worth by the add- 
ing machine totals of his sales—regardless of the man- 
ner in which those sales are made, regardless of the 
final impression on the customer, regardless of the 
future of the store. 

“Commissions encourage over-statements. 
man soon learns he can ‘put it over’ by stretching the 
truth. Stretching is liable to become a habit with him. 
I have known more 


A sales- 


“Commissions make floaters. 
than one ‘crack, live-wire’ salesman to come into a store 
and sell like a house afire, till the boss could no longer 
stand his over-aggressive manners. Then, with his 
pockets full of commissions, he would float on to 
another store to repeat the performance. 

“Commissions disrupt the store’s internal operation. 
The salesman feels his time is his own. He feels justi- 
fied in coming and going as he likes. Stock work— 
that’s for somebody else, not for him. Ask him to 
step out of the store and do a little personal errand 
for you. See what kind of look you get. Ask him to 
address envelopes while he is not busy. Ask him to 
take sizes. 

“And who can blame the salesman? He is hired to 
sell. Let the boss hire someone else to do the other 
work. Commissions create an incentive to sell. That’s 
human nature. But this same human nature which 
makes a man strive to roll up a big book on commis- 
sions also makes him shirk other work. And no amount 
of preaching will change that.” 

“But don’t you think,” Mr. Levey was asked, “that 
a man will really produce better if he feels he is being 
paid strictly according to his production?” 


BOOT AND SHOE RECORDER, November 


30, 1935 


SALARIES MAKE 


“Ah, but your question does not cover the situation,” 
he replied. “Commissions are full of uncertainties, 
high one season and low the next. Straight salaries 
ceffer a haven of continuing security to the salesman. 
Our recent social security legislation is a step in the 
same direction. It takes away in good times and pays 
back in bad times. It’s an evening-up process. 

“A salesman on commission flies high in good times. 

He is then likely to form living habits that will bring 
about his downfall when sales slack up. The salaried 
salesman, however, has some- 
thing definite on which to plan. 
He knows what will be in his 
envelope Saturday night. He 
enjoys a real ‘social security’ 
which makes him a contented 
conscientious worker, for he 
can fit his outgo to a reason- 
ably constant income.” 


{ 
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Pa 


ALARY 
te LESMEN 





BOOT AND SHOE RECORDER, November 30, 1935 


by MURRAY C. FRENCH 


STEADY SALESMEN 


And Steady Salesmen Build a Steady 
Business, Says Raiph P. Levey. 


“A hungry stomach knows no conscience. Just put 
yourself in the position of a commission salesman who 
finds on Friday night that he has had a slow week 
(usually through no fault of his own) and next week’s 
milk for the children depends on how much he can 
knock out on Saturday. Just how slow and painstaking 
would you be with your Saturday customers? 

“Then consider the matter of exchanges, especially 
those made for some of the other men. And such 
trivial things as a lining wrinkle or a stretch job or 
any little adjustment. Let no proprietor deceive him- 
self as to how those things are handled in his absence. 
They seem so trifling but, oh, how important they are 
to the customer, and consequently to the store. It 

‘simply is not in the cards for a commission salesman 
to give them his best attention, especially if the store 
is busy.” 

“But, Mr. Levey,” he was asked, “aren’t you some- 

[TURN TO PAGE 44, PLEASE] 
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IN every section where the snow falls, ski shoes and snow 
boots are items worth promoting. For not only are Win- 
ter sports more important every year, but Winter “play 
clothes” are more and more salable, whether or not 
their wearers have any very strenuous ambitions to ski, 
or skate or snowshoe. Men and women wear these outfits 
for hiking. Children wear them to school. 

These shoes won’t sell themselves. They need promo- 
tion. But in the ebb time, after Christmas, every store 
in a snow-fall area, can afford to devote some time and 
thought to featuring this extra item. 


ALL 


SNOWBIRDS SHOULD HAVE 


SAKS FIFTH AVENUE have taken the lead. They 
startled the natives of New York recently when they an- 
nounced their new ski slide (illustrated above). This 
incline, over sixty feet long, is covered with a borax 
sprinkled carpet. Ski enthusiasts may practise or take 
lessons from experts on this trick slide. The Saks ski 
map, their special ski train on the New York Central are 
two other key parts of their plan for stimulating interest 
in snow accessories. Of course, so ambitious a program 
is possible only in a big store in a ski center. What can 
you do, on a smaller scale, in your community? 


SHOES 





the touch 
The boot: 


the black 
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Ski boots, upper panel. All 

three have the proper tech- 

nical requirements — Concave 

heels for the back strap; square 

toes to hold the front strap; super- 

strong soles to stand the strain. The 

center shoe is a domestic model with a 

tubber composition sole that resists snow- 

caking. The others are imports, illustrating 

the touch of white, a novelty note. 

The boots directly above are somewhat lighter 
models adapted to the average person's needs. 
Both are fleece-lined. The white shoe is elkskin, 
the black boot Eskimo calf. 


These shoes are to be worn with the ski 
costume indoors. Knitted slipper from 
the Tyrol, fur moccasin from Vienna and 
a reverse calf ankle boot. 


by 
RUTH HARRINGTON 
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A COMMON PURPOSE 


MHE world of business is something more than a mere aggregation of independent business men. 


Each business enterprise is part of a complex economic system. The operations of any particular 


business are in no small measure dependent upon the way in which the economic system as a whole is 


functioning. At the same time, the operation of the system as a whole is largely determined by the 


decisions and policies of the individual business enterprisers engaged in the various types of productive 


activity. 


AT takes a business depression to reveal the dependence of the individual business man upon gen- 


eral economic forces and conditions. When business is prosperous it is easy to assume that every 


business stands on its own feet and that it can look out for itself; but in time of depression it is 


readily apparent that forces are in operation quite beyond the control of the individual. While the 


interdependency of business operations is most apparent in periods of prosperity, it is none the less 


existent and none the less important in periods of prosperity. Not only is the extent of the prosperity 


of each individual business linked up with the magnitude of business operations as a whole, the 


character of the operation of the system as a whole is also the result of the decisions and policies 


of a multitude of individual business men. 


—DR. HAROLD G. MOULTON 


WITH 50 PER CENT OF THE POPULATION 


66§T is estimated that over 50 per cent of the popula- 
tion own only one pair of shoes at a time.” That state- 
ment is quoted from Page 32 of the September 7, 1935, 
issue of this magazine. It illustrates forcibly how far 
below a proper standard of living much of our popu- 
lation is. 

Whether this is a depression estimate or not (and 
the statement doesn’t tell us), it is a fact that at the 
height of prosperity in 1929, the American people 
were able to buy only 80 per cent of what could have 
been produced if we had utilized all our productive 
possibilities. The other 20 per cent of productive ca- 
pacity was unused for lack of a market. Had no one 
wanted these goods, this unused capacity would not 
have been strange at the height of prosperity. But it 
was evident to the most casual observer that, even in 
1929, millions of families were under-supplied with 
goods. 

The above percentages come from a report of a 
three-year study of economic conditions recently com- 
pleted at the Brookings Institution of Washington, 
D. C. The study was conducted by Dr. Harold G. 
Moulton, president of the institution, and was financed 
by the Maurice and Laura Falk Foundation of Pitts- 
burgh. 

The study concerns a problem vital to all business 
men: How can consumption be so increased that we 
shall utilize our entire capacity to produce and pro- 
gressively increase that capacity with consequent 
greater wealth for all? On the solution to that prob- 





lem rests the whole future of American economic prog- 
ress. It is a long-range problem that must not be 
viewed from a depression perspective. 

Before we observe the conclusions of the Brookings 
economists concerning this problem, however, we should 
be certain that our thought is clear concerning the eco- 
nomic system under which we live. Under the theory 
of capitalism, men engage in business activities of all 
kinds with the idea of making a profit. The hope of 
profit spurs them on to exert all their ingenuity com- 
petitively. New inventions and methods are continually 
heing perfected and put into use to produce goods more 
efficiently. Under free competition in the capitalistic 
system, the normal tendency is for any producer who, 
by this technological advance, is able to produce goods 
more cheaply, to reduce the selling price of his product 
so that he may enlarge his market and profit accord- 
ingly. 

When all these forces have free play, the result is 
a rising spiral of increased production, lowered prices, 
greater consumption, and rising living standards; and 
all this goes on at an increasing rate as men exert 
themselves continually to improve their methods. 

The Brookings study cites the closing decades of the 
last century to show this process in operation. As an 
example, between 1870 and 1890, which was a period 
of rapid technological progress, the price of open- 
hearth steel rails decreased from $106.79 to $32.29 
per ton. These and other reductions in selling prices 
over a broad front “were not accomplished by means 
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by 
Millard Milburn Rice 


OWNING BUT 
ONE PAIR 


OF SHOES 


UNDER Y 


D & UNDERWOOD 
marinero 


HAROLD G. MOULTON, President BROOKINGS INSTITUTION 


of lower money wages, for wage rates showed only a 
very slight decline over the period.” The result was 
that real wage rates—that is, the purchasing power 
of money wages—rose substantially. 

But during the past fifty years these forces of com- 
petition have been increasingly fettered; they had less 
and less free play. As industry has tended to mature, 
greater efforts have been made to protect existing busi- 
ness enterprises by various agencies of price stabiliza- 
tion. Turning to steel rails again, to continue our illus- 
tration, we find that in the period of 1900-1913, for 
instance, the price remained absolutely fixed at $28 
per ton. 

As evidence that in later periods the benefits of tech- 
nological advancement have not been passed on fully 
in lowered prices, the Brookings report points par- 
ticularly to the period 1922-1929. During those years 
it was found that productive efficiency per gainfully 
employed person increased, in industry as a whole, 
about 18 per cent, and in manufacturing alone about 
25 per cent. But prices of manufactured goods de- 
clined only 5 per cent. 

During the 50-year period mentioned, the movement 


Brookings Says: 

"We Cannot Expect to Continue in an Economic 

System Which Functions so Poorly That Millions 

Are in Poverty While Plants Are Not Producing at 

Full Capacity. Artificial Restrictions on Free Com- 

petitive Forces Has Brought This About and It Is up 
to Us to Remove Them.” 


to protect, or stabilize, the price structure made itself 
felt progressively through the formation of large in- 
dustrial combinations, trade associations, and code au- 
thorities. “We believe,” states the Brookings report, 
“the evidence is clear that such attempts, however well 
intentioned, are dangerously short-sighted. They result 
inevitably in ‘freezing’ situations which in the interest 
of economic progress must be left as fluid as it is pos- 
sible to make them.” 

The natural result of this movement to hold up, or 
“freeze,” the price structure has been increased effort 
on the part of various groups to raise money wages. 

[TURN TO PAGE 44, PLEASE] 
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PRICING IS THE ART OF THE PROBABLE 


W HAT will the public pay? That is the question! 
Trade feeling is that the public ought to pay at least 
a dollar a pair more, for that automatic lift would 
bring joy and prosperity to all (in trade). 

But pricing is the art of the probable. Indus- 
try may set a price, but it remains for the public 
to accept it. Commodity pressure may force a 
price up, but it remains for the public to buy. 

The shoe industry has been awaiting for weeks and 
months the decision of the largest operator in men’s 
shoes. The date has been set, December 2, for the 
rise. The probabilities are that it will be approxi- 
mately 10 per cent. 

A 10 per cent rise in men’s shoes, where the pres- 
sure is greatest, does not cover the fundamental rise 
in cost. Hides have risen from a low of 4 cents to 
1114 cents. Sole leather in °33 was 221% cents. In 
September, 1935, it was quoted at 35 cents. Side upper 
leather rose from 15 cents to 19 cents. Calf leather 
from 231% cents to 36 cents. Kid leather from 3714 
cents to 55 cents. 

So, all in all, a 10 per cent increase doesn’t cover 
the increase in cost, but it is a step in the right direc- 
tion and if all lines of shoes, in all divisions at retail, 
were to step up 10 per cent it should not unduly alarm 
the public to the point of decreasing volume. The pub- 
lic is being given the best of the bargain. 

The merchant of the family shoe store is in some- 
what of a better position to raise prices. He has so 
many prices that he can give and take, adjust and re- 
adjust and serve his customer at a price that that cus- 
tomer can afford to pay. 

Not so the organization that has a fixed price. It 
must hit a price that will move in volume, or change 
the ingredients to retain the old price. Either move 
is hazardous. 

The independent merchant who has several price 
ranges can raise prices without publishing it as an 
increase, that is, providing he has a sales staff that is 
in truth sales-able. The ability to point out a better 
value for fifty cents more is the finest art of salesman- 
ship, after all the factors of fit and satisfaction have 
been attended to. 

By and large, the independent shoe merchant has 
been fortunate in his price policies. He has given the 
public a variety of prices, thus preserving the mer- 
chandising principle of buying a shoe rather than a 
price and adding thereto a necessary mark-up, permit- 
ting the selling price to come in acceptable ranges. 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


The shoe trade has also been wise in preserving the 
principle that a shoe is worth only what the public 
will pay for it. A vital decision was made last week 
by Supreme Court Justice Frederick P. Close in New 
York, who held “the power to force retailers to main- 
tain a list price is unconstitutional.” 

If a manufacturer stamps at the bottom of his shoes 
the price at retail, he may feel that he has the ad- 
vantage of a national price, maintained by the producer, 
but he finds himself, in times of rising prices, bound 
to a bottom stamp. He is in an even worse position 
when prices start to fall and his retail shoes are at a 
higher level than the market. 

Shoes in the main cannot be sold that way. They 
are subject to fashion fluctuation as well as price fluc- 
tuation. When a certain shoe is in demand it moves 
at a regular price, but certainly not to the last pair. 
There may be dozens of sizes that have no fixed-price 
market and the only way to move them is to lower the 
price to the point where they will sell. The goods 
themselves, therefore, contain characteristics in selec- 
tion, sizes, widths and styles that make fixed pricing 
uneconomic. 

It remains to be seen whether or no the industry as 
a whole can operate efficiently and economically on 
the new price levels. Certainly the public is getting 
its money’s worth. Industry couldn’t wait longer. The 
pressure of commodity prices has made operation un- 
profitable at the old level, established in 1933, and 
the rise had to come. 

If the public buys as many pairs in the next quar- 
ter, the hard Winter-wear quarter, it will be a sign of 
acceptance of the new prices and will make easier 
Spring and Summer selling, for by that time the public 
will have become accustomed to new levels. Whether 
an early second step-up of prices will become necessary 
is problematic. The trend continues in the direction of 
still higher prices. But at the moment the effort to 
preserve volume is as important as to make a profit. 
In all probability industry will manufacture 368 mil- 
lion pairs in 1935, based on the time-honored custom 
of favoring old customers with all the fortunate pur- 
chases of leather and shoes before the latest rise. Such 
a total will exceed the production of 1929. Now comes 
the problem of selling the shoes at increased prices. 
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GOODYEAR ADDS 


fe) 


TO HEELS 


HE name and quality of Goodyear 

have won so many friends that 
more people walk on Goodyear heels 
than on any other kind. 


Now, Goodyear has turned to a famed 
industrial designer for a further 
advance in heels. From his drawing 
board comes the newest Goodyear 


innovation, Style in Heels. 


Examine this new specially designed, 
wood core heel. See for yourself that 
it will help you sell more shoes, for 
it adds smart style to proved utility, 
and the greatest name in rubber. 
And that combination means a 


greater help to sales. 
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WINGFOOT SOLES AND HEELS 


MORE PEOPLE WALK ON GOODYEAR WINGFOOT HEELS THAN ON ANY OTHER KIND 


When writing advertisers please mention Boot and Shoe Recorder 
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For booth or counter trim. Red "gifts" 





on white panel. Silver bells with white 


BEFORE CHRIST MAS ii ee saw’ from ‘bells to 





Dress Up Your Store, Check Up Your Stock 


corner. 


and Line Up Your Sales Organization for 


BE T’S only when you get your store all dressed up in 
holiday bib and tucker that it becomes an honest-to- 
goodness Christmas store. 

Lack of Christmas atmosphere and generous mer- 
chandise display is the reason why so many shoe stores 
complain about not getting any Christmas business. 

The top gift items in department stores are slippers, 
hosiery and bags! And if you'll check up a bit, you'll 
find that the great proportion of “gift suggestions” 
are plain, prosaic, useful, every-day merchandise, be- 
decked with holly and ribbons and displayed in a 
cheerful, colorful holly-day atmosphere. 

Check up and sweeten up your stocks—add some of 
the popular items you may not carry in regular stock, 
just to broaden out your gift assortments. 

On the men's list of gift possibilities put: Shoes, 
Certificates, Sport Shoes, Riding Boots, Boot Accessories, 
Polish Kits, Galoshes, Rubbers, Shoe Bags, Shoe Trees, 
Slippers, Gym Shoes, Spats, Golf Shoes, Golf Hose, 
Gaiters, Belt, Suspenders, Ties, Billfolds (Other gifts in 
leather), Spurs. 

On the women's list of gift merchandise put: Slippers, 
Hosiery, Bags, Buckles, Evening Slippers, Fancy Heels, 
Ornaments, Galoshes, Rubbers, Riding Boots, Spurs, 
Boot Jacks, Gaiters, Slipper Case, Shoe Trees, Shoe 
Bags, Golf Hose, Shoe Horns, Auto Boots. 

On the boys’ gift list put: Shoes, Hi-Cuts, Boots, 
Galoshes, Sneaks, Slippers, Hose, Golf Hose, Gaiters, 
Leggings Scout Shoes, Shoe Skates. 

On the girls’ gift list put: Shoes, Leggings, Hosiery, 
Slippers, Party Shoes, Golf Hose, Ankle Socks, Gaiters, 
Galoshes, Rubbers, Shoe Skates, Bags. 

Practically every merchandise item in your regular 
stock is a gift item when dressed up in holiday attire 
and displayed in a holiday setting. 

Holiday atmosphere, generous merchandise displays, 
and the privilege of browsing around without too much 


the Last Big Selling Push of 1935 





personal attention are three things of tremendous im- 
portance in catering to Christmas shoppers. 

Most gift seekers are a bit uncertain what they want. 
Even when your ads and windows have lured them into 
the store, they’re still a bit hazy. They really come 
in to get a “close-up” of the things they have read 
about or seen in the window. 

They want to see and handle the merchandise—to 
browse—to figure out what’s what for whom. They do 
not want to be “rushed.” They want to choose as 
rapidly or leisurely as they desire. Their mood is en- 
tirely different from the other months of the year when 
they usually come in with a definite need in mind. 

Salespeople should be alert to give information, or 
subtly and diplomatically assist the customers. Don’t 
neglect them, but don’t scare them away. 

Cheerful decorations, bright and lively and _attrac- 
tive, should greet the customer entering the store. Do 
not be content with just a wreath or a festoon of ever- 
green. Do a bit of dressing up that will make customers 
[TURN TO PAGE 54, PLEASE] 


Simple "candle signs" will transform plain 
tables into attractive gift settings. 


LIFT HOSIERY 
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Advertising Contest Awards to best 
retail advertising in towns of less than 
100,000 and cities of more than 100,- 
000 population. Write for particulars 
now! 


Chicago Cooperating Hotels offer 
usual low rates and considerate at- 
tention to early reservations. They 
are all cooperating with the National 
Shoe Fair. 


Display Window Contest Prizes to 
windows with showmanship and sales 
appeal. Plan now to send photos. 
Write headquarters for rules! 


Reduced Railroad Rates (fare and 
one-third) are in effect on all rail- 
roads. Special trains will carry re- 
tailers and manufacturers from Bos- 
ton, New York City and St. Louis. 


Already 600 rooms have been reserved 
to display: 
Shoes, Leathers, Handbags, Pat- 
terns, Forms, Lasts, Trade Papers, 
Hosiery, Slippers, Polishes, Ma- 
terials, Machinery, Appliances, 
Shoe Store Furniture. 


For all information: 
Write National Shoe Fair Headquar- 
ters, Palmer House, Chicago. 


Prepare for Profit — Go to Chicago in January 


Featuring: 


| St Confirm your shoe selections with the manufacturers of your lines. @ Learn 
Unified National Shoe new merchandising methods in conference with experts. @ Attend Style 


Cc ti d Expositi 
eT a Clinics for Fashion Facts. @ Take back to your shop a Portfolio of 


Progressive Promotion containing tested business campaigns and pro- 
| cedures. @ Examine 600 exhibits of shoes, accessories, allied products 
Annual Convention and services. @ Mingle with associates at the National Shoe Fair 
— Club. @ Attend the All-Industry Banquet and listen to business fore- 
casts by American Leaders. @ Analyze the changing economics of 
production and distribution. @ Get ideas that will bring better business 
SI in 1936. @ Plan for the early Easter (April 12th) Season. @ Prepare for 
Annual Convention profit—Go to Chicago in January. 


National Boot & Shoe 
Manufacturers Association 


UNDER THE AUSPICES OF THE NATIONAL SHOE RETAILERS ASSOCIATION 
AND THE NATIONAL BOOT AND SHOE MANUFACTURERS ASSOCIATION 


NATIONAL SHOE FAIR 


When writing advertisers please mention Boot and Shoe Recorder 






















Oe a 
Tey 





oe Se SS 





? IN rearranging your holi- 

day window displays to- 
day be sure that everything in 
the window has a price ticket. 
This is the greatest window 
shopping season of the year. 
Everyone who passes your store 
is a potential customer. Tell 
them your prices! 


YOUR week-end adver- 

tisements for Saturday 
business should be big and im- 
pressive so that they can hold 
their own in a paper crowded 
with advertisements. Don't 
wait until the last minute to 
write your copy. Get it ready 
a week in advance, and make 


it GOOD! 


1 HOW about sending out 

a mailing card today sug- 
gesting slippers as Christmas 
gifts? Be brief, name prices 
and use a good illustration. 
Use an ordinary government 
postal card to save expense 
and avoid having to stamp 
your cards. 





14 WHY not make today's 
feature a box containing 
three pairs of your better 
hose. Have sample boxes pre- 
pered, attractively wrapped, 
and see that they are called to 
the attention of every cus- 
tomer. Offer to deliver them 
on Christmas Eve if desired. 
Slippers can be featured 
similarly in gift boxes. 







' 5 
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3 THERE should be a holi- 

day mailing of some sort 
to your customer list this week. 
A folder or circular with an ac- 
companying letter would be 
best. See your printer. He 
will help you prepare some- 
thing unusual at a price that 
will not run over your budget. 


7 BE sure every salesperson 

is using suggestive selling 
methods. Select one item each 
day and insist that it be men- 
tioned to every customer that 
is served in your store. Today, 
for instance, you might have a 
"selling drive on a popular 
priced silk hose. 


11 AFTER you have com- 
pleted your check of 
stocks today get out the rec- 
ord of last week's check and 
see what progress you are mak- 
ing in turning holiday lines. If 
any of them are not moving, 
NOW is the time to put selling 
pressure behind them and not 
next week! 
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THE RETAIL 


DO not neglect your 

weekly stock check be- 
cause this is your busy season. 
If you have any special holiday 
merchandise it must be 
watched closely to make sure 
it sells out clean, and a thor- 
ough weekly check of stock is 
the best way to keep informed. 





1 LOOK ahead now to 

January, determine what 
you will need and place your 
orders at once. Deliveries are 
slow at this time of year and 
if you wait until after Christ- 
mas you may lose business be- 
cause of "outs" in January! 
You can't afford this! 





16 IF your lines of holiday 
merchandise are begin- 
ning to sell down, then make 
today's windows a display of 
Winter footwear, with cards 
suggesting that footwear is a 
practical, sensible gift. If you 
sell merchandise certificates be 
sure and feature them too. 






To Produce More Profit Through Planning— 





5 DID you prepare an ad- 

vertising schedule for the 
month? You should advertise 
more frequently now than at 
any other time, and unless you 
sit down and plan your sched- 
ule in advance you are quite 
apt to spend too much on 
your advertising—or not 
enough! 


9 CHANGE your holiday 

window displays about, so 
they won't look the same. If 
any of your holiday lines are 
not selling as they should give 
them a better window showing. 
And don't neglect your displays 
of staple footwear! You can 
sell shoes EVERY DAY. 






1 FRIDAY the thirteenth! 
But it won't be unlucky 
for shoe merchants who are 
doing a thinking job of going 
after Christmas business. To- 
day, for instance, there should 
be another strong, attention- 
getting advertisement that will 
bring in Saturday shoppers. 





17 TODAY would be a good 
day to send out another 
mailing card saying: "You'll 
need new party slippers for the 
holiday season, and we have 
them at —" following with a 
description of the best value 
that you have in stock. Put 
them in the window too. 











BOOT AND SHOE RECORDER, November 30, 1935 


Calendar tor 


DECEMBER 


A Working Schedule for Busy Merchants 


18 ONE week from today is 
Christmas. If your check 
of stocks today shows any quan- 
tity of stock on items of a holi- 
day nature DO SOMETHING 
to get such goods sold before 
the end of this week, for next 
week will have just two shop- 
ping days left before the holi- 
day. 


9 NOW come the _inevi- 
table returns and ex- 
changes. They're a nuisance, 
but they bring into your store 
people who are not regular 
customers, and the deftness 
with which you handle their 
requests will determine how 
many of them will come back 
later to buy from you. 


19 WHAT are you going to 
do when you remove your 
holiday window trims next 
Tuesday night? Your window 
will look pretty bare unless 
you plan some simple back- 
grounds or panels to dress 
them up. Better do some- 
thing about this today, before 
the week-end rush! 


938° need to change all 
your window displays to- 
day for you will have to pull 
out all of your holiday trims 
tomorrow night. But if you 
have any little lots of Christ- 
mas items to clear at special 
prices find room for them in 
your windows where they can 
be seen. 


g7How about advertising 
a "Year-End Shoe Clear- 
ance" for tomorrow, and the 
first two days of next week? It 
may help trim down stocks be- 
fore inventory and add a few 
extra dollars to your December 
sales volume. A few good 
prices well advertised will 
bring in customers. 


30N° doubt you put in 
shoe clearance windows 
last Friday to tie in with your 
ad. Let them stay in until 
tomorrow evening. Then put in 
an attractive staple and style 
trim. Get everything ready 
today so you can make the 
change in a hurry after closing 
tomorrow. 


9 TOMORROW is the last 

shopping Saturday before 
Christmas and that calls for 
just about the best Friday 
night newspaper ad that you 
can devise. Put all the selling 
emphasis on the things you are 
most anxious to clear. Make 
your ad interesting, attractive. 


9 ABEFORE you leave the 
store tonight remove your 
holiday windows and put in 
simple displays of your regular 
footwear lines. And remove 
all the holiday trims and cards 
inside the store too, so that 


when you open Thursday morn-- 


ing you won't have that job to 


do. 


DQARE you all prepared to 
take inventory next week? 
Have you the necessary forms 
prepared so you can do the job 
smoothly and quickly? Get 
out last year's records too, for 
you will want to compare this 
year's figures and see if you 
have improved in your stock- 
keeping. 


31 THE last day of the year, 

and it's always a good 
day to sit down and review the 
year's mistakes and accom- 
plishments and make plans for 
what you are going to do in 
the year to come. Have you 
done a better SELLING job 
this year? How can you do a 
better one in 1936? 


9 THE last minute window 
shoppers w'll be out in 
full force today, looking in 
every window for the answer 
to the old question of ‘What 
shall | get—?'" What can you 
do to your displays to make 
them supply the answer, so you 
will get your full share of the 
business? 


9 MERRY CHRISTMAS — 

and here's hoping this is 
the merriest one you've known 
in many a year! 
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QUICK huddle . . . barked signals . . 
the ball is snapped . . . twenty-two men 
surge into action .. . flying feet race across 
green turf .. . the pigskin hurtles through 
the air... and the screaming cry of “touch- 
down” rolls from 80,000 throats! 

That winning touchdown was not the result 
of physical power alone . . . nor of rigid 
training, expert coaching, or arduous prac- 
tice! It was founded upon the principle of 
PLANNED ACTION! 

Planned Action is PROFITABLE ACTION, 
either in business or on the gridiron. That’s 
one reason why we suggest that you allow 
us to acquaint you fully with the PLANNED 
ACTION available to you under the Brown 
Concentration Plan. 





. 
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GAVE US A WINNING 
SALES OFFENSIVE! 


Say Leo H. Olson and Herbert Bergerson, 
owners of the successful O & B Shoe Store 
at Rochester, Minnesota. 


PERATING on the principle of “Plan Your Work and 

Work Your Plan,” Messrs. Olson and Bergerson have 
achieved a truly remarkable measure of success in the retail 
shoe business. Here is their story in their own words: 


“Two and a half years ago, we opened a shoe store here in Rochester 
under the Brown Concentration Plan. During this period our business, 
even under adverse conditions, has grown rapidly, and become steadily 
more profitable. 


“It is so much easier to operate when we buy from only one source of 
supply. The confusion of trying to keep up a number of lines is elimin- 
ated; inventory and records are simplified; and we can devote our energy 
to selling shoes. The actual stock required is much smaller and we get 
a maximum turnover, which keeps our profits climbing. 


“It would be difficult to operate without the many merchandising helps 
and up-to-date ideas which are brought to us by the Brown Retailing 
Specialists. They have contributed a lot toward our success.” 


The experience of Messrs. Olson and Bergerson is another example of 
the soundness of the Brown Plan. As a group, the stores cooperating 
under this progressive system are the most successful in America—because 
they “Plan their work, and work their plan.” 


You can take advantage of these tested shoe retailing principles and 
the valuable cooperation offered under the Brown Plan. Just let the 
Brown representative explain it in detail next time he calls, or better 
still, write: 


Wows Sar0e Gowen sT. LOUIS 


Manufacturers of the Concentration Line—Including Brownbilt Shoes for 
men and women, Buster Brown Shoes for boys and girls, the revolutionary 
new line of Air-Step Shoes for Women, and Safetoe Shoes for men and 
women in industry. 


atl 
\ 


Mr. Leo H. Olson 





wa 


Planning carried out in theO & B 
Store interior. 


Planned Action” is evident in 
the store front. 








ELIZABETH AMBROSE 
of Allied Kid Company 


THE members of the Shoe Fashion Guild are to be 
congratulated, not only on the quality of the shoes 
that were shown at the Waldorf on Nov. 18, 19, 20, 
but on the quality of the presentation. 

The policy of admission by ticket only resulted in 
what buyers called a “business show”—a show where 
they could actually buy shoes. From the standpoint of 
the fashion press, this same policy resulted in the un- 
hurried, dignified atmosphere of a specialty shop as 
opposed to a market-place—the proper setting for 
quality merchandise. 

It was interesting to see how the same general trends 
appeared over and over again in a collection of the most 
highly individualized lines that have been shown in 
a number of seasons. 


COLOR CO-ORDINATES—The big news in color 
was the importance of the rust range, including Bom- 
bay, Bourbon, Chaudron, Brick and a variety of other 
shades. These colors were featured in almost every 
line, in suede finishes or in smooth, in tailored 
shoes, occasionally in a combination of fabric and 
patent for more formal wear. It seems probable that 
this color range will cut very strongly into brown busi- 


WALDORF 


, 
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COLOR 
Over The 


Bright Outlook for Spring 


T O see the Spring Colors and patterns 
through the eyes of a trained fashionist 
—we asked Elizabeth Ambrose of the 
Allied Kid Company to survey the Shoe 
Fashion Guild Show at the Waldorf 
Astoria. Her report herewith serves as 


a guide to early selections. 


ness for Spring. Smart women have accepted it in shoes, 
with one or two other matching accessories (belt, bag, 
gloves) for wear with navy blue, black, brown, gray, 
bright colors and pastels. There is volume business 
to be had here. 

Gray was the second out-of-the-ordinary color. Re- 
tailers from all sections of the country reported excel- 
lent sales on gray reversed calf during the Winter. 
They expect to continue this color for Spring in 
reversed calf for sports, in suede, kid and fabric for 
town. The Spring grays are lighter than those used 
for the Winter. 

Luggage was shown in a great many lines, in both 
reversed and smooth calf, and there was a great deal 
of discussion about it. At the moment Southern and 
Western retailers are trying it out. Its performance 
remains to been seen. It is definitely a color for sports 
and tailored shoes. 

Certain firms believe in Ox-blood. The general 
opinion is that it is best as a Summer shoe. 

Among staple colors, marine blue was the universal 
favorite—it is expected to be as big as ever next Spring, 
in spite of the fact that the rust shoe will be extensively 
worn with navy blue costumes. The theory is that the 
woman who wears rust with navy, will also have a pair 
vf navy blue shoes. Navy blue is selling in every 

[TURN TO PAGE 62, PLEASE | 
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IS GOOD AS ANOTHER. 


If the physical appearance of sole leather 
is to be the only guide to quality 


In all outward respects sole leather may look satis- 
factory but the inherent characteristics essential to 
serviceability may not be present. A brand name 
is assurance of quality standards. Every BENCH 
BRAND outsole we ship is so marked. If you were to 
identify 


mau SELLING SUGGESTION KISTLER “BENCH BRAND” 
ake a pair of mens shoes ttome: 

with Kistler “BENCH BRAND” SOLE LEATHER 

BRAND" poy ao Place ry ps by stamping shanks of street, dress, sport and heavy- 
window SOLES UF. im front of cond duty shoes with the BENCH BRAND mark, such prac- 


reading — BUY MILEAGE. Come in ° 
and try on our shoes with soles of “The tice can but react to your benefit. It is a method of 
Finest American Tannage.” There's adding our reputation to your reputation for reliable 


miles of wear in every pair. ° 
service. 
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WHAT THE ADS SAY 


Style Appeared the Dominant 
Note in Current Shoe Copy 





WITH square foes and heels, broad strap and an amaz- 
ing variety of new lasts, patterns and materials to talk 
about, shoe copy writers this season have found an abun- 
dance of inspiration in the field of fashion. So it isn’t at 
all surprising to find the current advertising of stores across 
the country bearing down on style as their chief selling 
argument. Right now, shoes for the late Fall and early 
Winter come in for their share of attention and several 
old favorites in shoe materials that have not been quite so 
prominently in the picture for a few seasons past are being 
featured as style leaders. Among these are patent leather, 
alligator and lizard, all of which are being played up in 
many of the recent newspaper ads. 

Evening footwear is also being brought forcibly to the 
attention of the public through timely ads, tuned to the 
needs of the coming holidays and the Winter social season. 
The great variety of evening slippers and sandals, in such 
alluring materials as imported brocades, colored velvets, 
black and gold kid combination, silver and gold kid, as 
well as white satins, tintable in any shades, provide no end 
of things to talk about and styles to illustrate. And so shoe 
advertising abounds in interest and eye-appeal. 

Geuting’s of Philadelphia, for example, features budget- 
priced evening shoes that are “Hollywood created for 
young cosmopolitans who want what everybody else doesn’t 
have.” 

“It’s Philadelphia’s smartest ‘turn-out,’ ” says this adver- 
tisement, “expensively detailed slippers at ‘affordable’ 
prices. Heelless Grecian sandals, open-toed anklettes, New 
Yorker flats, Hollywood sash-straps. Lovely youthful shoes 
[TURN TO PAGE 46, PLEASE] 
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A NEW SHOE ., il Pow 
N 


with exclusive patented features 


Kafforite, a light weight calf, with our Kiltie boarded 

grain, has been selected to give to the “air-cooled” 

a oes oe eu perforated model illustrated both eye-appeal and wear- 
he § Po gen sien appeal. For it is mellow, therefore insures foot com- 
hee Yt : sae ee fort; and since it is shape-holding, the style lines of 

the shoe delight the eye over a longer period of ser- 


$s oH ° E at, vice. In the cataloging of Free Steps, Kafforite will 
carry the name of “Alpine Skins.” Swatches of this 


“NEW FOOT FREEDOM FOR distinctively fine leather will be sent on request. 
THE AMERICAN WOMAN’ - 
“Made by Brauer Bros. Shoe Co., St. Louis, Mo. 


A LIGHT WEIGHT CALF 
IN ALL COLORS FOR WOMEN'S DAINTY FOOTWEAR 


THE OHIO LEATHER CO. GIRARD OHIO 


A COMPLETE § ERVICE IN FINE CALF LEATHEA S 





i ae 


These features are 


A 


MADE BY THE FASHIONERS OF PARADISE SHOES 


BRAUER BROS. SHOE CU. 
5 I T 5 


A N L 0 U I 


NEW YORK OFFICE-529 MARBRIDGE BLDG. 





=? tee Ste p shoes embody exclusive 
patented features at the instep and 
heel, allow unrestrained function of 
bone and muscle, and allow free blood 
circulation— factors so important to 


perfect feet and health. 


There is no binding in -, tee Step 
shoes as they are so constructed to 
“give” when the foot swells due to 


normal circulation in action yet are 


MFOR THE AMERICAN WOMAN! 
aA 


99 


cé » « not restrained, bound, or obstructed 


— Webster’s Dictionary 


snug fitting in a retired position. 


ame Step “formfit-back” lasts 
give unobstructed foot freedom and 


assure perfect fit with unusual snugness. 


—? tee Slep shoes are light in weight 
and appearance but give the service 
of welts. A specially designed insole 
gives unusual support and aids in 


proper foot development. 


TO RETAIL FROM *@85 qo *'750 


~ Steps are nationally advertised. 


= S Step shoes will be sold to but one retailer in a community. 


lemby every modern woman + + 


)E5 


Ul. ya. - a | Leanty 


J 








AL patent 


From a faleeeer Leathers comes 
a Colonial 182 Blue for the “Free-Step’ 


The Colonial Tanning Company, first to produce a full range of colors in patent leather, 





supplies the rich deep blue used so effectively in the “Free-Step’— the sensational 


| new shoe developed by Brauer Bros. Shoe Company. As pioneets 
“| and leaders, Colonial has perfected more correct and authentic 

| hee colors than any other tanner. Every proper shade is available for 
ia oS all-over patent leather shoes and for the patent accents that art 


> * © $ so important for Spring. 
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+ + NEW FOOT FREEDOM FOR THE AMERICAN WOMAN! 


YOU CAN CHECh 
YOUR VALUES 


IN 


FREE STEP SHOES 


Modelle—a Spring Oxford with a new 
type of perforations available in Marine 
Blue Kid, New Castle No. 1330, or 
Indies Brown Kid, New Castle No. 172. 


si UPPER STOCK IS RIGHT Kidskin Free Step shoes are made in the 
finest, smallest grained European skins known to the indus- 
try, tanned by the house that has always specialized in such 
leather—New Castle. Two famous colors are: available— 
Marine Blue, New Castle No. 1330, and Indies Brown, 
New Castle 172. 


An FITTING PROBLEM IS SIMPLIFIED Because of the patented ad- 
justment, Free Step shoes cannot cut the instep or the heel. 
There’s support for the metatarsal, the rubber heel pad 
prevents slipping. 


viele STEP SHOES MASSAGE THE FOOT Because of the construction, 


and because of the firmness and flexibility of the leather used. 


S 





BRAUER BROS. SHOE CUO. 
A I N T L 0 U I 5 
__ New York Office: 529 Marbridge Bldg. 


When writing advertisers please mention Boot and Shoe Recorder 
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NEW FOOT FREEDOM FOR THE AMERICAN WOMAN 
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ae 
CARRY FINE QUISOLES 


Tre outsoles used 












on Free Step shoes are 







7 iron. They are cut and 


selected from high grade 






oak leather bends; tanned 






especially to produce 






long wearing as well as 












uniformly flexzble soles. 









me 


€ The Colet LG, a tailored Bal Oxford, of the foot, and allow the blood to circulate to the 


is really the essence of refinement. The flexible fea- extremities of the foot—so essential to foot com- 





tures in the instep and back give with the expansion fort. 


BRAUER BROS. SHOE CO. 


ST. LOuarts ==§ Missew8 sai 


New York @ijséite 
529 MARBRIDGE BLDG. 
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NEW FOOT FREEDOM FOR 
THE AMERICAN WOMAN 


GARRY HIGH GRADE 
MOULDED GOUNTERS 


Free-St €p principles call for flexibility—new 





foot freedom, but they don’t overlook the essen- 
tial function of a strong, sturdy counter. The 
“O.K. Counters’’ used in these shoes have been 
carefully fitted to each Free-Step Formfit last. 
They, with the help of a special shank, form the 
backbone of the shoe. Fact is these counters are 
so good they retain the formfit snugness of the 
special Free-Step last throughout the life of the 


shoe. 





r ) i vm specially manufactured material in O. K. 


Counters, combined with careful workman- 


ship, produces long, satisfactory wear and at the same 
time mellow, flexible and comfortable counters. O. K. 
Counters and shanks are manufactured by 


O. K. SHANK COMPANY, CHELSEA, MASS. 


BRAUER BROS. SHOE CO. 


S TT. LOUIS e« MIS S OU RI 
[New York Office: 529 Marbridge Bldg. 
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NEW FOOT FREEDOM FOR THE AMERICAN WOMAN 
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++ FREE» STEP SHOES 
» ARE SEWED SHOES 
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a STEP SHOES are Littleway sewed. Each stitch is be 
locked within itself. In fact the method we use in hos 
fastening the upper to the sole embodies the most 7 

modern improvements in shoe construction. It in § 

particularly affords flexibility and the resultant freedom = 

ono 

of stride—Free Step. We also find it to be the loss 

most secure method of attaching the sole a 

O Si 

thel 

0: 

ap emgea to p 

to the full 7 iron out © 

outsole as illustrated. Note SWCE 

how the outer edge of the oe 

sole is reduced to show a Tr 

light edge. Yet as much recti! 

sole leather is under the tions 

foot as is found in shoes of know 

heavier construction and idea 

appearance. ee 

To 

comp 

this i 

ordin 

BRAUER BROS. SHOE CQO. In 
one f 

cT.. LOUIS « MIS §S O UW BR If bees: 
Stock 

" summ 

New York Office “ 
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And How an Aggressive New Man- 
agement Set About to Bring Them 
Back 


EBLCK . SUEDE 


= 
= 


Med .H: 
- BRN. SUEDE 

13200) 
THIS sketch is about a retail shoe store which a few 
short years ago did an annual volume of $10,000 in 14000) 
hosiery alone, then dropped down to a total volume of bet Med.H. 


$15,000 for the entire store. 15000 -BLOND 


Med.H, 
-GREY SUEDE 
H.H. 
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There is no great secret about it. The store is located 15200) 
in St. Louis and is now owned by Harry Sax. It has a 


good downtown location and is known as the “Peacock THE “PEACOCK SHOE SHOP,” ST. LOUIS, 


Shoe Shop.” A year ago the business showed a $19,000 po ie a i pe agape ges a 


loss. Sax took over the store the first of March this BLING ANYONE TO FIND ANY TYPE OF 


21200) 











year, and it is now operating in the black. Not enough SHOE IN JIG TIME 


to satisfy the new management, but in the black, never- 
theless. to tell at a glance the number of size 5 quads in stock; 

One of the first things the new management did was the total number of quads on any given stock number 
to put a girl in the office whose sole job was to find and the total number of shoes in each width. 
out why the old customers had quit buying. The an- With these few size and style number sheets to study, 
swers listed in order of their number were: Not fitted Harry Sax is able to work out a steady flow of goods 
properly; indifferent service; not the proper merchan- which will ensure the store of a balanced stock of 
dise; very poor windows. salable styles and sizes at all times. 

These four indictments against the store have been This store also boasts of a very simple stock number- 
rectified. In addition Mr. Sax has put several innova- ing system which enables any one to find any type of 
tions in effect. For example, he is a bug on wanting to shoe in jig time. It runs along this fashion: 
know what sizes are in the store, for he has the quaint 5000, sport types. 
idea that it is a rather difficult feat to sell a woman a 6000, low heel black fabric. 
size 7 quad, if there are none in stock. 7000, high heel black fabric. 

To have this size information always before him, a 8000, low heel patent leather. 
composite size chart has been worked out, which gives 9000, high heel patent leather. 
this information at a glance. Stock numbers are sub- 10,000, black kid low heel. 
ordinate to sizes. 11,000 black kid high heel, and so on. 

In this store five composite size sheets do the trick; The second number designates the pattern, as 0 
one for black high heels; black low heels; brown high for pumps, 1 for straps and 2 for oxfords. Thus 11,000 
heels; brown low heels, and one for evening slippers. is a black kid low heel pump; 11,100 is a black kid 
Stock numbers are run in rotation on each separate high heel strap, and 11,200 is a black kid high heel 
summary sheet. oxford. The combinations are endless, as the last two 

By means of this composite size sheet, it is possible numbers refer to certain individual stock numbers. 
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war is expected to be one of the most outstanding 
expositions of newspaper advertisements and win- 
dow displays featuring men’s, women’s and children’s 
shoes, will be developed through a nationwide contest 
in both these fields, to be conducted during the conven- 
tion of the National Shoe Retailers Association, to be 
held in Chicago, January 6, 7, 8 and 9, when the Shoe 
Fair will be in progress. 

In the newspaper contest, where separate awards will 
be made for advertisements featuring men’s, women’s and 
children’s shoes, both large and small store operators will 
be appealed to. 


Six Silver Cups for Best Shoe Advertisements 


How good are your newspaper advertisements? 

Do you want to know? 

If so, enter them in the Newspaper Advertising Contest. 

The following rules will govern the Newspaper Ad- 
vertising Contest: A silver cup will be awarded for the 
best series of three newspaper advertisements in the fol- 
lowing classifications: Stores located in cities over 100,- 
000 population, the three best advertisements each of 
Women’s Shoes, Men’s Shoes, and Children’s Shoes. Stores 
located in cities and towns under 100,000 population, the 
three best advertisements each of Women’s Shoes, Men’s 
Shoes, and Children’s Shoes. 

The Contest is open to independently operated shoe 
stores only. 

There is no restriction upon the size of the advertise- 
ments, but they must have been run during the year 1935. 

Send all advertisements flat and unmounted, so uni- 
formity can be employed in displaying the entries. 

Size will not necessarily be a determining factor in 
judging the advertisements. Copy, art, layout, and skillful 
use of space will be important elements considered in 
the decision of the judges. 

None of the entries submitted will be returned. 

The decision of the judges will be final. 

Be sure to carefully identify the advertisements with 
the name of the store, population of the town or city, and 
where located. 

Awards will not be made to individuals, such as the 
advertising manager or agency, but to the store whose 
advertisements are submitted. 

Stores owned by individuals and operated under that 
individual’s name are eligible for entry. 

All entries must be mailed before midnight, Decem- 
ber 20. 

Address all entries to Newspaper Advertising Contest, 
NATIONAL SHOE FAIR, 627 Palmer House, Chicago, 
Illinois. 

The following judges will make the advertising awards: 
C. M. Campbell, advertising manager, Chicago Tribune; R. 
J. Thain, president, Chicago Federated Advertising Club, and 


Advertising and Window Contests 


advertising manager, Carson Pirie Scott & Co., Chicago; O. H. 
Hassell, of Hassell’s, Chicago; Paul Crawford, Crawford Shoe 
Co., Dayton, Ohio; T. Frank Jacques, Field Shoe Co., Des 
Moines, Iowa; Carl Burgstahler, F. E. Foster Shoe Co., Chi- 
cago, Ill. 

Window Display Contest 


Is there a retail merchant who would not take time 
away from his store to see an exhibit of window displays 
selected from America’s leading shoe stores? 

It is expected to attract through a window display con- 
test the superior efforts of the window display managers 
and shoe store operators who concentrate on exploiting 
their window space to the fullest through silent selling. 

For the smaller merchant a separate classification will 
be established, in which he may not only compete, but 
duplicate such windows as will be selected as meriting 
awards. 


FOUR SILVER CUPS TO BE AWARDED FOR THE BEST 
SHOE WINDOW DISPLAYS IN 1935 


What do the experts think about your windows? 

Would you like to know? 

A silver cup will be awarded for the best window display 
of 1935 in the following classifications: Stores located in 
cities over 100,000 population—the best window display fea- 
turing Women’s Shoes and the best window display featuring 
Men’s Shoes. Stores located in cities and towns under 100,000 
population—the best window featuring Women’s Shoes and 
the best window featuring Men’s Shoes. 

Entries are restricted to independently owned and operated 
shoe stores. 

Awards will not be made to individuals, such as the win- 
dow display manager, but to the store by which the photo- 
graphs are submitted. 

Stores owned by individuals and operated under the names 
of those individuals are eligible for entry. 

All displays submitted must be photographs not smaller 
than 8 x 10. Glossy prints are preferable, but not essential. 

The window must have been used during 1935. 

Entries must be mailed before midnight Dec. 20, 1935. 
Address all entries to the Window Display Contest, 
NATIONAL SHOE FAIR, 627 Palmer House, Chicago, II. 
Mail all photographs flat. No pictures will be returned. 

All entries will be displayed and cups will be awarded 
during the NATIONAL SHOE FAIR in Chicago, Jan. 6, 7, 
8 and 9, 1936. 

Be sure to carefully identify the photographs of the win- 
dows with the name of the store, population and location of 
the town or city. 

The decisions of the judges will be final. 

The following judges will make the window awards: W. L. 
Stensgaard, W. L. Stensgaard & Associates, Inc., Chicago; 
Leo Levy, display manager, Wolock & Bauer, Chicago; Sam 
Pisir, display manager, O’Connor & Goldberg, Chicago. 





Celebrate the Silver Jubilee of N.S. R. A., 
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RETAILERS ASSOCIATION 


“An Association Serving the Best Interests of theRetail Shoe Trade and the Industry in its Entirety” 
FOUNDED 1912 





Shoe Merchants to Lead Progress-Plan 
By Carl Burgstahler 


CARL BURGSTAHLER 


Mr. Burgstahler of Chicago has been appointed by President 

Mittelman to act on the Joint Committee for the National 

Shoe Fair to fill the vacancy made by the resignation of 
Charles E. Williams. 


Wt the shoe men of Chicago, have joined with the 
Joint Committee in cooperative partnership to pre- 
sent the merchants of America the best program for 
January 6, 7, 8 and 9, 1936. 

We, as shoemen, have clasped hands in partnership, 
in a project that has a mutual interest to all of us— 
the manufacturer who shows his wares wants the sincere 
friendship of the merchant who distributes the shoes and 
both work in the public interest. Nearly 20 years ago 


the first National show under association auspices was 
held in Cincinnati and the participation of the manu- 
facturers at that time was a voluntary offer of good will. 
But as the years rolled by this subject of national shows 
and particularly of sectional shows reached the point 
where they were in many ways uneconomic and frankly 
demoralizing to the conduct of an orderly business. 

So, by mutual agreement, the two economic forces of 
the industry—manufacturing and distribution—decided to 
organize, coordinate and associate to the extent of plan- 
ning and promoting an important function that is common 
to both in its usefulness and you have the first NATIONAL 
SHOE FAIR in Chicago, January 6, 7, 8 and 9, 1936. 

In 1918, when the first shoe show was held in Chi- 
cago, it was largely due to the efforts of John O’Connor 
and the merchants of Chicago who were 100 per cent in 
back of him in the work in organizing the combined con- 
vention and exposition, that it was such a great success. 
The industry has come back to Chicago under practically 
the same circumstances. In 1918 we were at war. In 
1935 we are repairing the ravages of economic war. We 
see before us in 1936 the opportunity for a great fair— 
complete, comprehensive and all-inclusive of the shoes 
and merchandising method of a nation. We need to get 
together in a real partnership of ideas, inspirations and 
ideals to stimulate industry to greater efforts towards 
prestige and profits in the year to come. 


We of Chicago are proud to offer each visiting 
shoeman the cooperation that grows out of common 
purpose, and the companionship that grows out of 
common interest. 

This industry is going to set its best foot foremost 
and I believe the cooperative spirit of the merchants 
and shoemen of Chicago will contribute not only 
the hospitality of a National Shoe Fair, but also to 
the fellowship of the trade and the friendliness and 
the neighborliness of a great city proud to hold this 
first exposition of the new year, to tell the nation 
that shoes lead the way to progress and prosperity. 


R. B. Nay Visits New York 
B. NAY, of Wheeling, W. Va., a director of the 


e National Shoe Retailers Association, was a wel- 
come visitor at Association Headquarters in New York, 
November 21. Mr. Nay came to New York to attend the 
show of the Shoe Fashion Guild of America, at the 
Waldorf-Astoria Hotel. He reports a steady improvement 
in business and is looking forward to further betterment. 
Mr. Nay will attend the convention of the National Shoe 
Retailers Association in Chicago in January. 





Palmer House, Chicago, Jan. 6-7-8-9, 1936 
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Steady Salaries Make Steady 
Salesmen 


[CONTINUED FROM PAGE 17] 


what inconsistent? The arguments you 
use against commissions all apply 
directly to the P.M. system. Yet you 
use P.Ms.” 

“And why do we use P.Ms.? Simply 
because no better plan has been de- 
vised for moving the inevitable ‘dis- 
appointments,’ ” he replied. 

“The P.M. system has its dangers, 
I’ll admit. But when a salesman has 
the financial backing of a guaranteed 
salary, the temptation to abuse the 
P.M.s. largely disappears. He sells 
them carefully and intelligently be- 
cause his ‘life’ does not depend on them. 
They are the ‘velvet,’ not the founda- 
tion of his livelihood. 

“The ideal P.M. man is the one who 
is clever enough to distinguish between 
the customers who really know style 
and those who only think they know. 
What most perturbs a style-conscious 
customer is a ‘plus-energetic’ high- 
powered sales talk on the why of a 
particular style. 

“It is the calm, tolerant, soft voiced, 
but influential personality who can 
more easily convert the prospect by 
sensing quickly if he is a_ potential 
buyer of the merchandise listed as un- 
desirable. Then if the slightest resis- 


tance is offered, a quick change can be 
made and the sale saved. 

“P.Ms. surely do keep the less ener- 
getic man from following the line of 
least resistance all the time. They per- 
suade him not to rely on the newest 
shoes for all his sales. They remind 
him of other styles which are possibly 
a season older, but still desirable and 
acceptable if presented properly. 

“Straight commissions are unjust be- 
cause, in themselves, they do not fairly 
measure a man’s entire worth to the 
firm. Through the use of straight 
salaries, we try to reward the per- 
formance of another type of salesman 
whose experience is of sufficient scope 
to justify a sizable drawing account. 

“Such experience should not be dis- 
counted merely because the man is not 
susceptible to a twenty-five cent ‘re- 
minder’ here and there. The accom- 
plishments of a salesman of that cali- 
ber, who prefers to serve a customer 
in his own way and with only the 
desire to do his honest duty—his ac- 
complishments are, in my opinion, more 
enduring. 

“The results of such ability cannot 
be measured solely by the cash register 
yardstick.” 





New England Special to Chicago 


Special Concessions as to Return Limit and Route Averages by New 
England Shoe and Leather Association 


Boston—For many years the New 
England Shoe and Leather Association 
has acted for the trade in organizing a 
special train for its convenience in at- 
tending the conventions of the National 
Shoe Retailers’ Association when they 
were held either in Chicago or St. 
Louis. 

This year the association has com- 
pleted plans for a “New England Spe- 
cial” for members of the trade who 
will attend the joint conventions and 
shoe fair under the auspices of the 
National Boot and Shoe Manufacturers’ 
Association and the National Shoe Re- 
tailers’ Association, to be held in Chi- 
cago, Jan. 6, 7, 8, 9, 1936. 

The “New England Special” will run 
via the Boston & Albany Railroad and 
the New York Central System leaving 
South Station, Boston, at 11:45 A. M., 
Saturday, Jan. 4, arriving in Chicago, 
Sunday, Jan. 5, at 7:50 A. M. Stops 
will be made at Worcester, Springfield 
and Pittsfield for the convenience of 
those. who wish to start from those 
cities. The arrival in Chicago early 


Sunday morning will enable the shoe 
men to register and get their sample 
rooms in shape for business. 


By special arrangement with the 
Boston & Albany, a representative of 
the road will be on the train to look 
after the comfort and happiness of the 
trade. En route a complimentary buf- 
fet luncheon will be served. 

In past years, in order to get the 
benefit of the reduced rate of fare and 
one-third for the round trip, it was 
required that the return trip should be 
made by the same route used in going 
to the convention city. Under arrange- 
ments made by the New England Shoe 
and Leather Association, returning 
travelers will have a choice of four re- 
turn routes, viz: New York Central 
to Boston; Michigan Central via De- 
troit to Boston; New York Central Sys- 
tem via New York to Boston, and 
B.&0. System via Pittsburgh, Wash- 
ington, Philadelphia, New York and 
Boston. This arrangement will be of 
great advantage to travelers because of 
the diversity of routes by which the re- 
turn trip may be made under the re- 
duced rate, which applies for 30 days 
from date of purchase of ticket, and 
also because under that rate stop-overs 
are permitted. 

Advance reservations for Pullman 
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With 50 Per Cent of 
Population Owning One Pair 


[CONTINUED FROM PAGE 21] 


While these efforts have brought some 
benefits to labor, they have accrued 
only to certain groups, and other 
groups have been affected adversely. 
Its gains are almost always “at the 
expense of workers, including farmers, 
who are without benefit of organiza- 
tion,” the Brookings study found. 
Farmers, failing to obtain lower prices 
for manufactured goods, have at- 
tempted to force their own prices up. 
The result of this pressure has been 
high agricultural tariffs, and _ finally 
restriction of farm production under 
government sponsorship. Whatever 
successes are gained by such efforts are 
at the expense of wealth production— 
which is a nation’s real income—and 
hence of employment and living stand- 
ards. 

The solution, the Brookings study 
shows, lies in passing on to consumers 
the benefits of technological progress 
through increased production at pro- 
gressively lowered prices. Price struc- 
tures must be thawed out; competition 
must have free play. We must produce 
at lower prices, thus enabling the great 
mass of people to buy that enlarged 
production. This is no program of 
price-cutting, however; and certainly 
not of wage reduction. Price reductions 
are to be made only as improved effi- 
ciency makes them possible. 

In some industries, notably automo- 
biles, the process has been steadily at 
work, with the result that that industry 
leads the way out of a depression. It 
must be put into effect by other indus- 
tries as efficiency increases. It cannot 
be forced except by governmental mea- 
sures, which business clearly desires 
to avoid. Industries must, therefore, 
voluntarily pass on the benefits of 
every more efficient process developed 
within them. 

We cannot expect to continue in an 
economic system which functions so 
poorly that millions are in poverty 
while plants are not producing at full 
capacity. Artificial restrictions on free 
competitive forces has brought this 
about and it is up to us to remove them. 





accommodations may be made with E. 
A. Pierce, Assistant General Passenger 
Agent, Boston & Albany Railroad, 
South Station, Boston, by mail or phone 
HUBbard 7200, extension 240. Reserva- 
tions will be made only in the order of 
receipt of same. 


Returns to Chicago 


Cuicaco—A. J. Cook, formerly 
manager of the Enna Jettick Shoe 
Store, Flushing, Long Island, N. Y., is 
now managing the Enna Jettick store 
on East Adams Street, Chicago. Mr. 
Cook was located in Chicago a few years 
ago, and his many friends will be glad 
to see him back again. 
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new square-toe shoe an 


again Celastic faithfully 
preserves the artful work 
of the designer. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 












































































What the Ads Say 


. [CONTINUED FROM PAGE 32] 


that ‘catch’ the whole feeling of a gay, 
festive season. . . . Created especially 
for Geuting and very specially priced. 
. « « $6.75 to $8.75.” 

Men’s seasonable shoe needs are by 
no means being neglected, for this same 
store announces “Another shipment of 
young men’s slacks from our unbeat- 
able ‘Town Group’ series. They’re shoes 
principled on the efficiency, economy 
and eternal comfort that modern young 
men demand, . Shoes that belong 
to a New Era, that speak in terms of 
self-assertive youth and show the way 
to mannish foot-freedom and swanky 
style.” Needless to say the shoes de- 
scribed in this advertisement belong to 
the stoutly built double-sole family of 
young men’s oxfords that are being 
promoted so extensively this season for 
Winter wear, in brown or gray buck, 
reversed calf or smooth-finished calf- 
skin in black or brown. The soles are 
crepe rubber, rubber or leather, as 
suits the fancy of the wearer. 


Broad Straps and Short Vamps 


“Dressy shoes for young New 
Yorkers” is the caption of a smart Lord 
& Taylor advertisement showing two 
new numbers, one a broad strap pump, 
the other a high cut oxford. The copy 
describes them as follows: “Short 
vamps, too, which add to the gala look. 
Left, a broad strap pump, the fashion 
that’s become so very popular, nicely 
done with shiny leather binding. Suede 
in black or brown. Right, the high cut 
oxford, better than ever this season, 
with gleaming panels of patent here 
and there. Suede in black only. 8.75.” 

Alligator’s important place in the 
fashion picture is emphasized by 
Franklin Simon & Co., Fifth Avenue, 
New York, who speak of it in a recent 
advertisement as “Your most impor- 
tant town and country shoe.” The illus- 
trated pattern is a four-eyelet oxford 
and the copy says: 

“This beautiful genuine alligator ox- 
ford simply walks out of our stock. 
The pliability and durability of the 
skins . . . the comfortable last and 
built-up leather heel make it a smart 
good weather fashion and a perfect 
bad weather protection. Black, brown, 
blue, wine, green. One of a series of 
alligator and alligator and suede ox- 
fords, straps or sandals. 8.75.” 

A smart evening footwear advertise- 
ment by Wise Shoes, New York, speaks 
of “Golden evenings in Midas—a new 
Kid Sandal by Wise.” This unusual 
shoe is devzloped in an unusual link 
and chain pattern. Speaking of its 
line of evening and formal footwear, 
this firm says: “Higher price could add 
nothing to their style and comfort. 
You'll see them on the best toes this 
season. these well-made, beauti- 
fully designed evening shoes that are 


as comfortable as they are good-look- 
ing! Our collection is most inclusive, 
featuring the new flats, and high heeled 
sandals in gold or -silver kid, moires, 
brocades and -velvets.” 


Styles Featured in Texas 


Way down in Texas, Krupp & Tuffly, 
Inc., of Houston, featured four im- 
portant Fall shoe types from the third 
floor ‘“Fashionette” Shoe Section, show- 
the season’s trend in that important 
shoe and fashion territory, where new 
ideas in styling so frequently are sub- 
mitted for consumer testing: The four 
shoes featured by Krupp & Tuffly in 
this instance, all priced at $5.00, were: 
“The one-eyelet tie in brown kid with 
beige stitching. Goes well with Renais- 
sance informal frocks. 

“The High-Front Step-In. A smart 
companion to more formal dresses with 
fabric surface interest. Brown or black 
kid vamp, with blending suede quarter. 
Side gored for finer fit. 

“The Draped Pump. An important 

fashion with new draped clothes, styled 
in brown, blue or black gabardine, 
with shiny patent leather trim. 
“The Broad Strap. An _ important 
tailored shoe type for wear with mili- 
tary effects in clothes. In brown or 
black gabardine, with harmonious 
patent leather trimmings.” 

Details of shoe design, especially 
heels and toes, share the attention that 
is being given to leathers and materials 
in the current women’s shoe ads. Saks- 
Fifth Avenue devotes practically an 
entire ad to the heel of its “Isis” pat- 
tern, of which it says: “Isis has the 
most significant heel of the year. Not 
that it leaves a print behind it as 
amusingly square as a child’s block— 
but because of its height. It’s a high 
heel that feels low, a low heel that looks 
high. The secret’s all our own, but the 
heel gives a marvelous feeling of bal- 
ance. Black suede with patent and kid 
tongue.” 

So far as men’s shoes are concerned, 
it looks like depression is definitely over 
and done with when one sees advertise- 
ments in the newspapers similar to that 
Frank Brothers of Fifth Avenue had 
a few days ago, featuring a men’s cus- 
tom hand-made shoe at $22.50. Con- 
servative copy built along the line of 
style and quality appeal accompanied 
the illustration of this fine shoe: 
“Frank Brothers standard of excel- 
lence,” said the ad, “is acknowledged 
and respected wherever fine shoes are 
known and worn—in college and in the 
business and professional worlds. Style 
in Frank Brothers Shoes is built-in— 
not added on.” 
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Fashion Guild Success 


New York—Shoe buyers from all 
over the country were guests of the 
Shoe Fashion Guild at their luncheon 
at the Waldorf-Astoria on the final 
day of the Guild show. It was a 
splendid tribute to the growing power 
of quality and fashion in footwear to 





GEORGE MILLER 


President of |. Miller & Sons, Inc., and 
of the Shoe Fashion Guild of America. 


gather 500 buyers and cooperating 
manufacturers into the only formal 
meeting of the week. 

President George Miller said in part: 
“We have demonstrated in eighteen 
months that the spirit of creation of 
footwear fashion can be protected and 
quality can be promoted by a group 
of manufacturers and buyers who have 
a common cause. Our success has been 
all the more evident because of the 
cooperation of not only manufacturers 
in the Guild, but of many manufac- 
turers who are not in the Guild but 
who respect our purpose of style pro- 
tection. 

“We endeavored to make this show- 
ing a convenience to the buyer, and I 
want to express thanks to William R. 
Parrott, our executive manager, for 
the way in which he has upheld Guild 
rules, permitting only those who are 
merchants to enter the display. We 
have discovered that ‘he just knows 
how to say no.’ This one feature alone 
has done more to make this show a 
success because it has eliminated all 
the non-business interruption charac- 
teristic of other shows. 

“Undoubtedly we will hold a Fall 
Opening next season.” 

Arthur D. Anderson, editor of Boot 
AND SHOE RECORDER, was the only other 


[TURN TO PAGE 54, PLEASE] 
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Michigan Retailers Issue 


Broadside 


Detroit, MicH.—A broadside was is- 
sued this week to the thirteen hundred 
shoe retailers of Michigan by Michigan 
Retail Shoe Dealers’ Association in 
preparation for the convention to be 
held in Detroit, the first in five years, 
pext January 12 to 14. It was modeled 
somewhat after the format of Boor 
AND SHOE RECORDER. A one-page dis- 
play was used, centering a greeting to 
all members from Frank Couzens, 
Mayor of Detroit. 

Various articles were devoted to 
committees under William T. Living- 
ston, general chairman, to the style 
show under Herbert Burr, and to the 
activities of the ladies’ department and 
related activities of the convention. An 
enclosure was mailed by the Detroit- 
Leland Hotel, which will be convention 
headquarters, giving a portfolio of a 
dozen views of the hotel and of Detroit 
bird’s-eye views seen from the hotel. 

All the large Detroit shoe houses 
and shoe departments in the leading 
department stores will hold “Open 
House” for the delegates to the conven- 
tion in January. The shoe merchants 
of the city are hoping to have special 
displays ready for their guests and vis- 
itors to the convention as an added at- 
traction to give the Detroit convention 
an unusual] character. 


Uncle Sam Buys More Shoes 


Boston, Mass.— Eighty thousand 
pairs constitute the latest shoe order 
of the United States government as 
placed through the Boston Quarter- 
master Depot. Of these, half are ser- 
vice shoes to be made by the Joseph 
M. Herman Shoe Company of this city; 
and half are garrison shoes, to be made 
by the International Shoe Company 
of St. Louis. The price to be paid for 
the service shoes is $2.69 a pair; for 
the garrison shoes, $3.215. Bids were 
opened November 18. 

At the same time, the R. P. Hazzard 
Company of Augusta, Maine, was au- 
thorized to manufacture 25,000 pairs 
of leather-laced boots at a price per 
pair of $4.50. The award for all these 
shoes totals approximately $350,000. 
Bids on the service shoe ran as high 
as $3.05; on the garrison shoe as high 
as $3.42; and on the boots, for use by 
mounted enlisted men, as high as $4.78. 


Deceived by Price 


Boston, Mass.—At the bargain coun- 
ter of a Boston store a middle-aged 
man of serious ways picked up a pair 
of out-of-style oxfords that were 
marked “79 cents per pair,” and after 
carefully examining them remarked: 
“These shoes must have soles of paper 
they are priced so cheaply.” Yet the 
soles were actually of good leather, 
costing somewhere between 25 and 30 
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HEELS 


RESILIENCY and LONGER WEAR 


Appearance and fit are vital factors in making 
the sale—but long wear of every part of the 
shoe makes satisfied customers. When you sell 
shoes equipped with PANCO STA-TITE heels j cnsoonen cco | 8 6 | sacar : 


you sell heels that match the wear of the finest 



































sole leather. Study the illustrations, and you ees Sh 
will see why STA-TITES deliver twice the wear “LEATHER BASE) WIRE eres 
—do not gape at the edges. With all their ad- U.S. Pat. No. 1,998,988 





vantages, STA-TITES cost no more than any 
standard quality heels. 


PANTHER PANCO CO. | cuetsea, mass. 




























CACHIKS 









cents a pair. 
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Look for this stamp 

on all shoes made 

on “Down to the 
Wood” lasts. 


10 THE 
wn “> 


Welln ary insole 


Last designed for 
use WIth ether 


type of insole 


Saddle insole 


The last shown above is made to accommodate both 
ordinary and saddle types of innersoles. 


Shoes made on “Down to the Wood” lasts are snug 
at the shank and give the wearer the very desirable 
advantage of a comfortable fit. Many leading retailers 
endorse this important contribution to good shoemaking. 


Manufacturers can procure these lasts or have their 
present lasts made over at any of our eight plants 
shown on the opposite page. 
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The United Last Com- 


pany operates these 


SOE RCS CORI 8 0 


modern factories in 


eight important terri- een & votes en 


BROOKLYN, N. Y. 


FITZ BROS. CO. 
a er tories. Its facilities for 


style and service are 
constantly available 
to the shoe manufac- 
turing industry. 


UNITED LAST CO. . Mi p KRENTLER BROS. CO, 
BROCKTON, MASS. ' ST, LOUIS, MO. 


140 FEDERAL STREET, BOSTON, MASS. 


UNITED LAST CO., LTD. EMPIRE LAST WORKS 
MONTREAL, P. Q. ROCHESTER, N. Y. 
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SMART STYLES for YOUNG MODERNS 


HIGH GRADE 


WELTS 
FOR 
SPORT ¢ DRESS 


18 Different Styles 
62 Different Sizes 
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Alligators Popular in Chicago 


Cuicaco—Alligators are among the 
most popular choice of the stylish 
dressers as cold weather sets in and 
women become more shoe conscious. 
Alligators have been leaders for sev- 
eral weeks in the medium grade field, 
and in the popular range, and now the 
higher grades are getting a good share 
of attention, and the style leaders are 
vying with each other in an effort to 
show the most attractive models. 

Chas. A. Stevens & Co. are showing 
two numbers for street and afternoon 
wear, in all over alligator of beauti- 
fully marked skin. One is an eyelet 
with extended tongue and alligator cov- 
ered high heel, and the other is an 
oxford with high front and medium 
built up heel. The eyelet is shown in 
black, brown, blue, and dubonnet. The 
oxford in brown, also in black or brown 
lizard. 

Saks Fifth Avenue has come out with 
a classic for town and country wear 
in the shape of a high heel broad strap 
with side buckle in all over alligator, 
in black or brown. The same model is 
shown in black, tan, or blue pigskin. 

The alligator numbers shown by the 
better grade stores in Chicago are of 
simple, plain design along comfortable, 
but smart lines. Their popularity is 
due principally to alligator leather with 
its attractive natural pattern. 


1935 


Tacoma Retailers Hold 
Dinner Meeting 


TACOMA, WaASH.— Tacoma Retail 
Shoe Dealers’ Association turned out 
en masse Tuesday evening, November 
12, for the dinner meet and entertain- 
ment at the Hotel Winthrop. Tom 
McElwain, of the McElwain shoe store 
of this city, was the principal speaker, 
inasmuch as he has just returned from 
a trip through Eastern shoe centers 
and surveyed business conditions ‘there. 
He told Tacoma shoe men that the de- 
pression is practically over in the East, 
with signs of renewed business activity 
abounding on every hand. 


Honored on 75th Birthday 


LOUISVILLE, Ky.—Jacob B. Judah, 
contact manager of the Kaufman- 
Straus Company, was honored recently 
on his 75th birthday by a special pro- 
gram arranged by employees of the 
store. Brief talks were made by Mayor 
Neville Milier and Rabbi Joseph Rauch, 
Elden E. DuRand, president of the Re- 
tail Merchants Association, and Harry 
W. Schacter, president of the company, 
participated in the program. Mr. 
Judah has lived in Louisville since 
he came to the United States in 1878 
at the age of 18. He has been active 
in Y. M. H. A. and Boy Scout work. 





Smart patterns for active feet 








Style No. 
Ghillie. 


Sole. 14/8 





BEAU-A-BOUT 


722, Hubschman’s 
934 Brown Calf, Tongue 


Style Ne. 723, Same in Black 
Calf. 


Six Iron Flexible Oak Bend 2% 
Leather 0 

Sizes in Stock 6/9 AAAA, 5/9 

AAA-AA, 4/9 A-B. 


TERMS 
CASH DISCOUNT 


5% if paid within 15 
days of date of in- 
voice. 

if paid within 
30 days of date of 
Invoice, 


Heel. 


In our effort to make 
the best shoes pos- 
sible that you can 
sell at prices within 
reach of the major- 
ity of the buying 
public, we ship mer- 
chandise only to firms 
who discount their 
bills. 








TUCK-A-BOUT 


Style No. 730, All Over 
Hubschman’s 9385 Calf, Pin 
Tucked Vamp. 


Six Iron Flexible Oak Bend 
Sole. 12/8 Leather Heel. 
Sizes in Stock 6/9 AAAA, 5/9 
AAA, 4/9 AA-A, 3/9 B. 


$9.70 








THE 





At the Chicago Fair. 
January 5 to 9, 1936. 
Palmer House 836-838. 
Morrison Hotel 337-340. 


710 NORTH TWELFTH BLVD., 


JUVENILE 


SHOE CORPORATION 


OF AMERICA 
CENTRAL TERMINAL BUILDING 


SAINT LOUIS, 


M O. 


THE ONLY EXCLUSIVE GOODYEAR WELT ORGANIZATION IN MISSOURI 
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Shoes and Leather 
Affected by 


Canada Treaty 


THE treaty just concluded with Canada, and which be- 
comes effective Jan. 1, 1936, provides for certain 
concessions by both nations affecting shoes, leather 
and allied products, and James H. Stone, secretary of 
the New England Shoe and Leather Association, has 
issued a bulletin to members explaining these changes. 

Changes in rates applying to the shoe and leather 
trades, as presented in the official releases by authori- 
ties at Washington, primarily affect leather and shoes. 
Two classes of leather, patent and harness, only are 
favored with a reduction in U. S. duties. 


CONCESSIONS GRANTED TO CANADA 


Rates Thousands of 
Ad Val. of Duty Dollars Imports 
Equiv. -——————— From Canada 
Old Rate, Old New -———-~ SN 
1934 Rate Rate 1929 1934 
Patent leather (bovine), 
rough, partly finished, or 
finished, or cut or wholly or 
partly manufactured into 
uppers, vamps, or any forms 
or shapes suitable for con- 
version into boots, shoes or 
footwear 
Leather to be used in the 
manufacture of harness or 
saddlery 124%4% 10% 936 0.3 
1 Where figures in these columns are round they are usually 
estimates. 


15% 10% 1,176 32 


Prior to 1930, most leather was free of duty. The 
rates imposed in that year are partly compensatory 
for the duty imposed at the same time on cattle hides 
and calfskins. The reduced rates on patent leather and 


harness leather leave an element of protection for do- 


mestic tanneries in excess of the amount necessary to 
compensate for the duty on hides and skins. The U. S. 
has always exported far more patent leather than it 
has imported. 


CONCESSIONS GRANTED BY CANADA 


Approx. Canadianj+ 
Present New Reduc- Imports 
Duty Duty tion From U. S. 
Unit to to in 
4 of Duty U.S. U.S. Duty 19380 1935 
Fur skins, wholly or 


partly dressed adval. 15 131 10% 1,481 414 
Leather for mfg. gloves % 4% 10% 


or clothing ad val. 10 7 25 941 281 
Leather, tanned or less, ” *% % 


and skins n.o.p.}... ad val. 20% 154% 21% 264 21 
Belting, of leather... ad val. 35% 30% P 14% 120 34 
Belting for machinery, 

ad val. 2714% 25% 9% 339 98 


ad val. 30% 2744% 8% 87 38 


rawhide, n.o.p...... ad val. 35% 28% 20% 643 164 
SHOES 
Boots and shoes, pegged . 
or wire fastened... ad val. 35% 25% 29% 55 
ts, shoes, slippers, 
etce., of any kind of 
material, n.o.p...... ad val. 40% 85% 12% 2,037 825 


25% 22144% 10% 64 60 
[TURN TO PAGE 55, PLEASE] 








NExT to skis, ski-boots are the most important 
item in a skier’s outfit. For many years, Bass 
has produced ski-boots of foremost design and 
quality. This year, in keeping with Bass leader- 
ship, a new type, combining the best features 
of foreign hand-made boots with our recognized 
quality, will meet the demands of beginners 
and experts. The new Bass Ski-Boots almost 
sell themselves to skiers. They are fast-moving 
merchandise. You'll find good, healthy profits 
in the very favorable mark-up. 


Here are some real selling features of the 
new Bass Ski-Boot: 

New, modern last incorporates the best fea- 

tures of expensive, foreign hand-made boots. 


Large, strong, new type box-toe prevents injury 
and keeps toes from becoming cramped and 
cold. 


Narrow edge of sole for better balance on ski 
with new toe-strap bindings. 


Fine, durable leather used throughout. 
Steel shank as in last year’s boot. 
Instep straps optional, at small extra cost. 


Rubber top lift on the heel helps prevent snow 
from packing and sticking under foot. 


See the new Bass Ski-Boot at the Chicago Style Show 
January 6, 7, 8, and 9—Palmer House—Room 817 


BASS SKI-BOOTS 


Page 51 


Designed for SALES 


Priced for PROFIT! 
| 


GET READY FOR THE FIRST SNOW 


ORDER FROM THIS LIST 


No. 1316...Men’s... $6.75 No.181....Men’s... $4.25 
No. 1316W.Women’s 5.50 No.181W..Women’s 3.75 


No. 1349...Men’s... 5.50 No.155....Men’s... 


3.15 


No. 1344...Women’s 4.50 No.155W..Women’s 3.00 


G. H. BASS & COMPANY 


WILTON 


MAINE 





“What a shot!” 


Surpass Brown and Surpass 
Blue Glazed hid hit the 
mark, too.” 


‘ue is the result 
signers and 


The vogue for Surpass Brown and Surpas 
of their rich color values, carefully choser 
fashion dictators to harmonize with currc:. ne fashion, 
plus the quality of the Surpass Kid itself. odied and 
firm, silky, with a fine even grain... a plump, well nurtured 
skin, Surpass Kid carries its colors with an authority that 
“improves in beauty in the finished shoe." It is consistent 
and uniform, lot after lot, shipment after shipment, as care- 
fully graded and kept to as high a standard as that main- 
tained for Surpass Black Glazed Kid. Those who have come 
to depend on Surpass Black Glazed Kid, have learned that 
they can depend on Surpass colored kid, too. 


~ SURPASS 


BROWN (4) 


AND 


BLUE 


as well as BLACK 


% Shoe Manufacturer 


% Shoe Retailer 
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B 
SHOE BUYERS 


NEAREST NEW HOTEL TO 
PENNSYLVANIA STATION 


h @F 


1200 rooms each with radio, private 
bath, (tub and shower) circulating ice 
water, servidors. 4 air-cooled restav- 
rants. Old Silvernails Tavern. Near 
large department stores, Holland 
Tunnel. B & O buses stop at door. 
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Shoe Vaews 


THIS WEEK IN THE SHOE TRADE 


SATURDAY, NOVEMBER 30, 1935 


NATIONAL NEWS 





Shoe Price Rises Announced 


Thom McAn Increase Effective December 2—Some Chains 
Non-Committal on Price Policies 


Significant changes in the prices of 
shoes are scheduled for Dec. 2. The 
fixed price stores, particularly in the 
chain groups, have been reluctant to 
make public announcements of _ in- 
creased prices. For a period of almost 
six months, these fixed-price operators 
have been facing the necessity of pay- 
ing higher prices at the factory, yet 
retaining the same price to the public. 

The leader in the field, Thom McAn, 
announces: “Price increases Dec. 2. 
Thom McAn shoes, $4 for years, had 
dropped to $3 in 1933. They’re the 
same price today, although leather 
prices in the past year have jumped up 
over 40 per cent. This enormous in- 
crease makes it impossible to maintain 
my present price any longer without 
sacrificing quality. This I will not do— 
I will not use inferior leathers.” 

With approximately an annual busi- 
ness of $25,000,000 at retail, of Thom 
McAn shoes, that organization becomes 
the bell-wether in leading the rest of 
the fixed-price organizations into high- 
er prices. Unofficially, the new price is 
expected to be $3.30—a rise of 10 per 
cent. The original $3 price was made 
in 1933, since which time material 
costs have risen in practically every 
ingredient that goes into shoes. 

Telegrams from leading organiza- 
tions in the fixed-price field give the 
following information, most of it ac- 
knowledging the trend toward higher 
prices but reserving commitments as to 
actual price increase until a later date: 


“We have as yet made no decision 
with reference to our retail prices for 
Spring.” 

Edison Brothers Stores, Inc., 
St. Louis, Mo. 


“Will be obliged to raise prices as old 
stocks are exhausted.” 
Miller-Jones Company, 
Columbus, Ohio. 


“Have formulated no definite price 
plans for the future.” 
Feltman & Curme Shoe Stores, - 
Chicago, Ill. 


“Inevitable that retail prices will 
have to be raised. Our decision will be 
made shortly.” 


W. L. Douglas Shoe Co., 
Brockton, Mass. 


“Directors have so far made no deci- 
sion. We believe, however, that retail 
prices cannot remain at present level 
much longer.” 

The Schiff Company, 
Columbus, Ohio. 


_ “Increasing leather costs are compell- 
ing us to increase prices. Certain types 
men’s shoe prices increasing in Decem- 
ber from $2.95 to $3.50. Women’s in 
January from $2.60 to $2.95.” 
Cannon Shoe Company, 
Baltimore, Md. 


“We are planning to advance prices 
first week in December in keeping with 
advances of the market.” 

G. R. Kinney Company, 
New York. 


Most significant of all is the fact 
that the Government Quartermaster 





DATES TO REMEMBER 


National Shoe Travelers’ Association Con- 
vention, Palmer House, Chicago, 
Jan. 3, 4, 1936 


National Shoe Fair and Joint Convention, 
National Shoe Retailers Association 
and National Beot & Shoe Manufac- 
turers Association, Chicago, 

Jan. 6, 7, 8, 9, 1936 


Michigan Retail Shoe Dealers Association 
Convention, Detroit. .Jan. 12, 13, 14, 1936 


Texas-Oklahoma Shoe Retailers Associa- 
tion Convention, Fort Worth, 
Jan. 20-21-22, 1936 


Indiana Shoe Buyers Week, Indianapolis, 
Jan. 26, 27, 28, 1936 


Northwestern Shoe Retailers Regional 
Association Convention, Hotel Radis- 
son, Minneapolis Feb. 2, 3, 4, 1936 


Middle Atlantic Shoe Retailers Associa- 
tion 22nd Annual Business Meeting and 
Exhibition, Hotel Adelphia, Philadelphia, 

Feb. 10, 11, 12, 1936 





Department has paid higher prices for 
shoes in all of the lots purchased since 
Feb. 21, 1935. On this point the Week- 
ly Bulletin of Leather and Shoe News 
says in its issue of Nov. 23: 


“Bids opened Nov. 18 for three types 
of regular army shoes. These awards 
show an advance of 10%c. a pair on 
Service shoes; and 5c. a pair on Garri- 
son shoes, over bids awarded on Oct. 
10. And for the year to date, they show 
an advance on Service shoes, from the 
low bid of Feb. 21 of 22%c. a pair; an 
advance on Garrison shoes from the 
low bid of Feb. 4, of 28%4c. a pair; and 
on boots of from 62c. to 52c. a pair. 
These are added costs for leather; for 
there have been no wage increases. 

“These advances represent leather 
market increases, sharpened to a fine 
point by keenest competition. If, there- 
fore, Uncle Sam, who buys good shoes 
at reasonable prices, has to pay from 
22%%c. to 62c. a pair more, how can 
manufacturers who sell to the public 
and who have to reckon style and last 
problems, credit risks, etc., even faintly 
hope to sell at the prices of last Janu- 
ary and still continue in business?” 


U.S. Rubber Products, Inc., Buys 
Firestone Footwear Company 


Boston, Mass.—The Firestone Foot- 
wear Company has announced the sale 
of its business and assets to United 
States Rubber Products, Inc., effective 
November 18. United States Rubber 
Products, Inc., has taken over all of 
the existing contracts and accounts 
receivable and is in a position to fill 
present orders and take care of future 
requirements. 

In announcing this change to its 
customers, the Firestone Footwear 
Company said: 

“We wish to express our deep ap- 
preciation of the fine business rela- 
tionship we have had with you, and we 
recommend to you the continuance of 
business relations with our successors, 
for whose products and policies we 
have the highest regard. 

“The United States Rubber Products, 
Inc., will continue to carry complete 
stocks of merchandise and give service 
from the same locations. We shall 
appreciate your sending orders and 
remittances to same addresses as here- 
tofore.” 
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20 Selling Days Before 
Christmas 


[CONTINUED FROM PAGE 24] 
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In showcases or wall cases, a 

background of white corru- 

gated paper, covered with 

white cellophane and touched 

up with a spray of holly is 
very effective. 





feel you, too, think Christmas an im- 
portant event! 

Conveniently arranged displays 
should invite quick attention of cus- 
tomers entering the store, and keep 
luring them further along. But don’t 
put the first point of considerable in- 
terest so near the front door that look- 
ers block the entrance. 

Displays that permit and invite the 
customer to handle as well as look at 
the merchandise are best except for 
delicate and expensive items. Of course, 
you’ll want to prevent spoilage and 
shoplifting. Cellophane is good for pro- 
tection. Small items, such as buckles, 
can be fastened to display boards, easy 
to touch. 

If you have to rearrange your stock, 
plan a combination of “shelf and table” 
displays, by using a shelf, table high, 
before a row of open shelves. Even if 


your store is small, get your holiday 
merchandise on display! 

Holiday gift wrappings—boxes, pa- 
pers and ribbons or fancy strings are 
good advertising for the store. 

Each Christmas, Macy’s uses cheer- 
ful red boxes with an all-over holly 
design. You see them all over the 
store—and all over town you see peo- 
ple carrying those cheerful red boxes. 
Time after time, and day after day 
these distinctive boxes are telling the 
public—“Macy’s For Gifts!” 








moles 


Conventionalized Christmas trees, 
made out of card board, find 
many uses in the holiday decora- 
tive scheme throughout the store. 


Of course, your window displays, 
newspaper ads and direct mail are ex- 
ceedingly important. But decorate your 
store and get your merchandise on 
display! 

There’s nothing that will more com- 
pletely discourage a gift shopper’s de- 
sire to buy than walking into a store 
that lacks holiday atmosphere and gift 
displays! 

Your merchandise is “gift” merchan- 
dise just as much as that of other 
stores. But you cannot sell it for gifts 
unless you show it in a holiday at- 
mosphere! 

















White icicles edge the red roof over the tables stretched 
along the aisle of gifts 
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Max Friedman Leads Shoe 
Division in Hospital Drive 


NEw YorK—Max L. Friedman, pres- 
ident and director of the A. S. Beck 
Shoe Corporation, 139 Duane Street, 
New York, has accepted the chairman- 
ship of the Boots and Shoes Division 
of the United Hospital Campaign Com- 
mittee, according to Samuel W. Rey- 
burn, chairman of the Commerce and 
Industry Division. 

Mr. Friedman heads a solicitation 
group formed from representatives of 
local shoe dealers aiding in the cam- 
paign to raise funds for the city’s vol- 
untary hospital system. 

In making the announcement, Mr. 
Reyburn pointed out that the voluntary 
hospitals maintain nearly 60 per cent 
of all the hospital beds available to 
New Yorkers. 

“Since the municipal hospitals are 
so overcrowded that they cannot take 
another patient,” said Mr. Reyburn, 
“curtailment of the services of the vol- 
untary hospitals, an imminent threat, 
must be averted.” 





Says Sandal Sales Increasing 


HAVERHILL, Mass.—Confirmation of 
the vogue of sandals has been received 
by Louis Hartman, of Hannahsons 
Shoe Company, who is just completing 
a trip through the western part of the 
country. 

Mr. Hartman had the opportunity of 
conferring with many of the large shoe 
operators on the West Coast, among 
them, he reports, many style leaders. 
He gathered from their conversation 
that they are unanimously of the 
opinion that sandals have a permanent 
place in the wardrobe of every woman, 
and that they are growing in popular 
favor daily, not only for evening wear, 
but also for street wear. 

There has been, he says, an unusu- 
ally heavy demand for good grade 
sandals of gold and silver kid, sales 
on these lines having more than doubled 
over the past season. 

Mr. Hartman was accompanied on 
his trip by Mrs. Hartman, with, whom 
he visited many points of interest, in- 
cluding the Grand Canyon, Boulder 
Dam, and various natural wonders in 
Southern California. He made his 
return trip via Salt Lake City, Denver 
and Colorado Springs. 


Fashion Guild Success 
[CONTINUED FROM PAGE 46] 


speaker. He talked on the new appre- 
ciation of the artist, not only as 4a 
creator but as a business man, and 
that a sense of proportion and balance 
between art and business is necessary 
if footwear fashion is to progress in 
prestige and profits. 

The Guild showing continued until 
late Wednesday night, November 20, 
with a number of concerns holding 
their sample room displays intact for 
the balance of the week, due to the 
pressure of buyers in the market. 
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Shoes and Reciher 
Affected by 
Canada Treaty 


[CONTINUED FROM PAGE 51] 


MISC. PRODUCTS 
Paper shoe patterns.. ad val. 15% 12%4% 17% 22 
Shoe blacking; knife 

or other polish, n.o.p. ad val. 271%4% 22%4% 18% 548 
Shoe buttons, n.o.p... ad val. 25% 20%4% 19% 1 
Knit fabrics, cotton, 

for mfg, rubber shoes ad val. 25% 20% 20% 138 
Slipper cloth, etc., over 

20 oz. sq. yd. mfg. 


footyear (ad val. 40% 35% 12% not not 


and per lb.) 35c 30c 14c shown shown 

Changes become effective Jan. 1, 1936. The agreement will be a 
continuing one unless at least six months before Dec. 31, 1938, the 
Government of either country shall have given to the other Govern- 
ment notice of intention to terminate the agreement on that date. 

+The initials ‘“‘N.O.P.” signify “Not Otherwise Provided For.” 

+¢The Canadian import figures are shown in thousands of dollars. 
The years are fiscal years ended March $1. 


New England Shoe and Leather Ass’n, 
James H. Stone, Secretary. 


Los Angeles Shoe Travelers 
Plan Exposition 


Los ANGELES—The membership of the Shoe Travel- 
ers Association of Los Angeles are actively preparing 
for what they claim will be the finest shoe exposition 
ever held in Los Angeles, according to Ned Dreyfus, 
secretary. This exposition, the fifth semi-annual affair 
of its kind to be held under the local association’s 
sponsorship, will again be held at the Biltmore Hotel, 
January 20, 21, 22, 1936. 

Mr. Dreyfus states that many new features will be 
introduced this year, and that the association is ap- 
proaching some of the Hollywood studios with a view 
of having some of the stars of the motion picture 
world attend the banquet Wednesday, January 22. 

Heralding better times in the shoe business, more 
inquiries are coming in from retailers concerning the 
dates and various events, and the requests from manu- 
facturers’ representatives have been the heaviest yet 
experienced. All of which point to 1936 as a banner 
year, and it is noteworthy that retailers from Fresno 
to San Diego, the Imperial Valley, and from Arizona 
have announced their intention of coming. 

It is regretted that Joe Kalisky will be absent for 
the first time since the Shoe Travelers Association be- 
gan these semi-annual showings. In his absence, Ned 
Dreyfus is acting as Show Chairman, and all inquiries 
should be addressed to him at Room 1361, Biltmore 
Hotel, Los Angeles. 


New Factory to Make Women's Style Shoes 


New YorkK—Under the direction of Andrew Geller Shoes, Inc., 
Brooklyn, Alfred Geller and Jack Weisberger, a new factory 
has been opened at Everett, Mass., to be known as Algy Shoes, 
Inc. This concern will manufacture ladies’ high style Sbicca 
Process footwear to retail from $6.75 to $8.50. 

Lou N. Preager, well-known shoe salesman, has been ap- 
pointed western manager and will cover the western territory. 

According to Andrew Geller, Algy Shoes have adopted the 
slogan “The Last Comes First,” which is due to the unusual 
attention given to the new lasts purchased by the concern, 
which stresses the fitting qualities and fashion. 
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For WOMEN 
Outdoor Enthusiasts 


a complete line of “Original 
Chippewas” are carried in- 
stock. The fine detail, supe- 
rior quality merchandise, and 
expert craftsmanship em- 
bodied in these boots will 
meet the most exacting de- 
mands of your women cus- 
tomers. These exceptionally 
good boots, plus our most 
efficient in-stock department, 
mean increased sales and 
profits to you. 


538—Choc. Elk 7 in. Welt. 
Snow suit shoe, full leather 
lined vamp and quarter, 
full grain gusset, flex in- 
sole, pac toe, steel stud 
hooks, flannel top band, 
heavy single oak sole, mil- 
itary heel, rubber top lift. 
Last 40, in-stock D width, 
sizes 214 to 8. 


STOCKED IN 
WIDTHS FROM 
2% to 8. 


543 — Choc. Elk 14 in. 
Welt. Drilled lined vamp, 
full grain gusset, flex in- 
sole, steel arch support, 
pac toe, heavy single oak 
sole, military heel, rubber 
top lift, inside top band, 
Last 40, in-stock B,C,D,E 
widths, sizes 214 to 8. 


NONE BETTER 
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CHIPPEWA SHOE MANUFACTURING COMPANY 


CHIPPEWA FALLS wiscc 


Catalog and full partic- 
ulars on request. 
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LUMBARD ° 


Modern Turn Shoes That Fit 
WILL NOT GAP 
niet New “SHORT BACK” Lasts 


Send for 
catalog 11 


Women's Shoes 


@KUSH-IN-EZE® 


HAND TURNED 
FOOTWEAR 
IN-STOCK 















VAUGHAN 


TOWL 
WAKEFIE 


—————————— 


E co. 


FLEX-EASE 


PUMPS 


IN STOCK 


eee 


AAA-C 
In 12-pair lots. 


(3330 dat ) 


FREDERICK SHOE 
DERRY, N. H. 


30 STYLES 


Conde = IN STOCK 





UMBARD SHOE CO 


TURNS. 


co. 


























Evening Sandal Headquarters 


SEND FOR 


COMPLETE NEW FALL BULLETIN 


(Over 100 Numbers in Stock) 





R4305 Black Velvet 
24 Last, Full Round Toe, 11/8 Block 
AA te C Widths 
Comet in Stock in All Materials 
with 21/8 Louis Heel 
Terms 2% 10 Days Net 30 F.O.B. Factory 


Above All 


HANNAHSONS — Haverhill, 


Heel 
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On the Selling End 


W. L. Douglas Company 
Salesmen Hold Conference 


Boston.—The traveling salesmen of 
the W. L. Douglas Shoe Company, who 
assembled from every section of the 
United States under the direction of 
T. J. Callahan, sales manager, have 
left for their respective territories after 
completing a three-day sales conference. 









































PAUL C. WOLFER 


Executive Vice-President, 
W. L. Douglas Shoe Company. 


The Douglas salesmen spent these 
three days in intensive study of the 
new Spring line of Douglas men’s and 
boys’ shoes and the women’s line of 
Normal-Tred and Lady Douglas shoes, 
under the guidance of Paul C. Wolfer, 
executive vice-president of the com- 
pany. 

Under the supervision of H. T. 
Drake, plant general superintendent, 
the salesmen were taken on a tour of 
inspection of the men’s and women’s 
factories, to give them an opportunity 
to see for themselves just how Douglas 
shoes are manufactured. 

On the final day of the conference 
the salesmen were served a turkey din- 
ner at the factory, at which time they 
were addressed by W. A. Gilman, vice- 
president of the N. W. Ayer & Son 
Advertising Agency, which handles the 
national advertising campaign for the 
Douglas company. They were also 
greeted and addressed by Joseph W. 
Bartlett, president of the company, who 
explained in a detailed manner its ac- 
tual progress in recent years. Also 


participating in the conferences were 
J. A. Holmes, manager of the company’s 
retail stores; E. D. Haseltine and E. R. 
Casey, managers of the women’s de- 
partments. 

Great progress has been made by W. 
L. Douglas Shoe Company during the 


News of the Travelers and Sales Activities 





past three years. Today the company 
is producing a long and highly com- 
petitive line of young men’s styles, with 
lasts and patterns styled right up to 
the minute, and in all of the latest 
shades of leathers. For the past three 
years the company has been consistently 
advertising in the Saturday Evening 
Post and also in the Boot AND SHOE 
RECORDER. 

With the new and improved line for 
Spring, and with the enthusiastic re- 
ception which all of the salesmen gave 
this new line, the company has great 
confidence that the very substantial 
progress made in the past few years 
will be continued through 1936. 


Endicott-Johnson Sales Contest 
Sets New Record 


Enpicott, N. Y.—In an interdepart- 
mental sales contest held by the Endi- 
cott-Johnson Corporation and person- 
ally conducted by J. F. Muffley, sales 
and merchandising manager, new 
records were set by the salesmen and 
the contest was adjudged the most 
successful ever held. 

First prize in the contest, known as 
the J. F. Muffley Contest, was won by 
the New York City department whici 
made 176 per cent of its quota. The 
Endicott department ranked second, 
with 139% per cent of its quota, and 
the St. Louis department third, with 
133 per cent of its quota. 

Individual honors among the Endi- 
cott-Johnson salesmen went first to J. 
E. Graney in New York State, with 
419 per cent of his quota, next to 
F. Russell in the metropolitan area of 
New York City, with 303 per cent, and 
third place to A. H. Roeper in the city 
of St. Louis, who finished with a per- 
centage of 274. 

The duration of the contest was four 
weeks and the shoes sold during the 
campaign were for Fall shipment. 











Rossa Joins Brauer Bros. 


St. Louis, Mo-—H. H. Rossa has 
joined the staff of Brauer Bros. Shoe 
Co. and is working in his recognized 
capacity of foot consultant. He is 
out with the salesmen on the road ex- 
plaining the many advantages of the 
new Free Step line of shoes, just 
launched by Brauer Bros. Mr. Rossa 
also gives informative talks to retail 
shoe fitters on the newest approved 
ways of fitting feet. His is a practical 
experience extending for more than 20 
years and includes foot work in all its 
branches. 


Charles Lilian With 
Frederick Shoe Co. 


Derry, N. H.—Frederick Shoe Com- 
pany, women’s shoe manufacturers of 
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TRADE MARK REGISTERED 
@ 


Van Tan Innersoles supply 
the extraordinary flexibility 
and_ cushioning resiliency 
necessary to complete foot 
comfort. Foot health starts 
with foot comfort. 


Since Van Tan's superior 
qualities are permanent, no 
other innersole is so well 
suited to orthopedic or cor- 
rective footwear. 


VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 








Derry New Hampshire, announce that 
Charles Lilian, with offices in the Mar- 
bridge Building, N. Y., is representing 
them in New York City and within a 
radius of one hundred miles. 





What's New 


New Shoe Has Seven 
Patented Features 


St. Louis, Mo.—Following an inten- 
sive study of the current shoe situation, 
Brauer Bros. Shoe Co. has come to the 
conclusion that there is a decided need 
for a line of style shoes with certain 
definite comfort features. The result 
of this research is the offering of a 
brand new line of shoes called “Free 
Step.” 

In speaking about this new line, A. 
J. Brauer, president of the company, 
said: “This new line will offer women 
more comfort and perfect fitting quali- 
ties than they have hoped to experience 
in styleful footwear. This is due to 
the seven patented features, not found, 
so far as we know, in any other line. 

“The flexible instep originated in our 
Tango pump. This feature has been 
adapted so it is now in use in oxfords, 
straps and Blucher patterns. Shoes 
have been cutting into the back of the 
feet for years. Now the flexible instep 
idea has been worked around so that it 
applies to the back of the heel. It is 


not supposed to stretch, it just rolls. 
This combination of flexible heel and 
instep permits, fitting with absolute 
freedom of motion and circulation. 

“A skived sponge rubber metatarsal 
support gives ample support where 
needed to develop a normal stride. A 
correct body posture is insured by the 
longitudinal arch elevator. Another 
feature is that these shoes are 2% 
times more flexible than ordinary welt 
shoes, yet they have exactly the same 
weight of sole leather. This method of 
construction eliminates so much weight 
from the shoe that it is found that a 
woman who takes the average of 18,351 
steps a day will lift 3440 pounds less 
a day in these shoes, when compared to 
ordinary welt construction. 

“Cushioned heel seats take the shock 
out of walking and so remove much ner- 
vous strain. Free Step shoes are all 
built over special formfit back lasts. 

Sales Manager S. B. Morse has suc- 
cessfully worked out a complete pro- 
motional program which is being shown 
to the trade by the salesmen. Many of 
these shoes will be placed in stock, Mr. 
Morse advises. 


New Type Tennis Shoe 
Has Leather Upper 


The Endicott-Johnson Corporation is 
manufacturing and sponsoring a new 
type of tennis shoe with a leather up- 
per, that is being favorably received 
wherever it is shown. These shoes 


New type tennis shoe with leather 
upper and vulcanized rubber sole. 


have vulcanized rubber soles similar to 
regular tennis shoes and their leather 
uppers are made in various colors. The 
leather is a buck type. The insoles are 
the Genuine Leather Standon insoles 
used in all Endicott-Johnson tennis 
footwear. 

This is the first time that any manu- 
facturer has been able to vulcanize a 
rubber sole to a leather upper and 
achieve the durability and comfort 
given by a leather upper and the flexi- 
bility of a rubber sole. 





C. E. Hadaway Resigns 


ATLANTA, GA.—C, E. Hadaway, man 
ager of the Harper Shoe Store and one 
of the best-known shoe men in the city, 
has resigned. His future plans have 
not yet been announced. Mr. Hadaway 
is president of the newly organized 
Shoe Salesmen’s Association of Atlanta. 
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SHOES for WOMEN 


oe Winning 


RAPID 
FAVOR 


@ It was to be expected that 
America’s first high-styled, low- 
priced feature shoes for women— 
Excelsior’s VANI-TREDS, would 
be welcomed by smart retailers, 
And what a welcome the Spring 
line is receiving. 


Consider the two new styles shown 
here—and remember they are real 
feature shoes that can be retailed 
profitably at $5.00 and $5.50. Then 
write to us for full details about 
the entire line. 





























SUSAN: Wide one-strap with 19/8 heel 
- - in Blue Kid, Burgundy or Brown. 


BEVERLY: Five Eyelet Tie in Blue Kid 
with 16/8 heel and in White Buck with 
18/8 continental heel. 


THE VANI-TRED FEATURE 


Here's the air pocket 
that exists in_ordi- 
high - heeled 

» causing dis- 
comfort and many 
common foot ailments. 


The Vani-Tred pat- 
ented feature fills that 
trouble - making air 
pocket . . . adds 25% 
to the tread surface. 
Vani-Tred Shoes fit, 
feel, look and wear 
better. 


> God Tel: 
SHOES, INC. 


PORTSMOUTH, OHIO 
Subsidiary of Selby Shoe Co. 
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Ballet Slippers 


ll el 





BALLET SLIPPERS 


Right and Left Lasts 


28 
He 15 th 10 
BROOKS SHOE MFG. C 





0. 
Swanson and Ritner, Philadelphia 








Riding Boots 





VALUE! 
( VALUE! 


VALUE! 


Before you buy 


write for oer sae 
The Hallmark NEW CATALOG, 
of Quality 
jh GREATEST VALUES in Amer- 
ca today in domestic and imported 
riding boots and accessories. 


Service is known the world over for 
quality and value. Write today. 


@ IN-STOCK @ 

LADIES’ - $4.25 UP 

MEN'S - $4.75 UP 
THE SERVICE 
LEGGING CO.,, Inc. 


120 East i6th St. 
New York City 
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Dancing Shoes and Taps 


rs aS OS 


TAP DANCING THEO SLIPPER 


PATENT LEATHER 
1305—Childs’, Ova(t 
1.00 


1306— Misses’, a A 
a ee Girls’, 
3%/ $i.te 


BLOG SHOE CO., INC. 
147 Duane St., New Yerk City 





TAP 
DANCE 


BLACK CALF 
PAT. LEATHER 


Women’s 
A-B-C 242-8 Misses’ 
$1.55 A-B-C t1Ye-2 
$1.45 


28 Goodhue St., Salem, Mass. 
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They Succeeded in Shoe Business 


Lyle S. Abbott, retired Wisconsin shoe retailer, with Joe Kalinsky and Mr. and Mrs. 
Brown, all well known shoe people, who are vacationing at Long Beach, California. 


At the extreme right, as you read, 
is the head of The Brown Shoe Store 
of Madison, Wis. The lady at the ex- 
treme left is Mrs. Brown. Standing 
next to the lady and smiling (why not?) 
is Lyle S. Abbott. The important look- 
ing gentleman standing between the 
two other men is the well known and 
popular Joe Kalinsky. Mr. Kalinsky 
has been president of more shoe travel- 
ers associations than Mexico has presi- 
dents per annum. 

Mr. Brown owns one of the finest shoe 
stores in Wisconsin. 

Lyle S. Abbott has been successful in 
several shoe ventures. He made his 
start and a great success in his native 
town of Canton, Ill. His hobby has 
been fine shoes. He never could see 
cheap shoes. He is given the credit of 
selling shoes of quality so successfully 
in Canton that the town has never 


since become a market for shoddy shoes. 

For many years, Mr. Abbott was as- 
sociated with Frank P. Meyer, now 
mayor and shoe man of Danville, IIl., 
in the ownership and management of 
the Clark Shoe Co. They operated in 
Peoria, Moline, Rock Island, Rockford 
in Illinois and in Racine, Wis. 

Mr. Abbott: felt that he had made 
enough money to retire from the shoe 
business some eight years ago, and he 
sold out to his partner. He then spent 
about two years touring the world and 
has settled down for a long vacation in 
Long Beach, Cal. The above named 
shoe people, with Mr. Abbott are also 
vacationing in Long Beach. 

So, who says there is no money to 
be made in the retail shoe business, or 
that traveling shoe salesmen are all 
“busted”? 





G. H. Bass Co. Busy 


Witton, Me.—The G. H. Bass Co. 
have been enjoying a very active period 
since Jan. 1, 1935. They have had an 
increase in number of units produced of 
22 per cent in the first six months, in 
comparison with 1934, while the dollar 
increase is 11 per cent. 

W. S. Bass, president of the com- 
pany, says this is the biggest six 
months since 1929. 

The Bass Co. are specialists in the 
production of outdoor footwear, and at 
the present time are having a big run 
on ski boots. 


Enlarge Factory Space 


CuicaGco.—Morris, Mann and Reilly, 
manufacturers of women’s hand bags, 
have just added 20,000 square feet to 
their factory space and have installed 
a complete line of new machinery. They 
have also completely redecorated and 
enlarged their show rooms, giving them 
what is believed to be the largest hand 
bag show rooms in the West. 


The organizing of a Hand Bag Guild 
is a new venture for the firm. All cus- 
tomers will be invited to join the Guild 
and a membership will entitle them to 
from 6 to 12 bags of the latest assured 
styles each month. The only obliga- 
tion of the members will be that if 
within a certain period of time they 
find that the bags selected are not 
suited to their needs they will exchange 
them for new bags which they feel will 
meet with their requirements. This 
plan will be worked out in the same 
way that the “Book of the Month Club” 
handles its distribution of the latest 
books. 


Pisani Brothers Still Operating 
Store in Peekskill 


In the Nov. 16 issue of BooT AND 
SHOE RECORDER, a news item referred 
to the firm of Pisani Brothers as hav- 
ing previously operated a shoe store in 
Peekskill, N. Y. This firm wishes to 
emphasize the fact that they are still 
operating in Peekskill and have not 
given up their store there. 
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Square 
te “‘Radle City.” 


24 floors . . . 706 
tharmingly furnished 
reoms (high above 
the street — your 
guarantee of sound, 
undisturbed sleep!) 


Dally rates begin at 
$4.50 $4.50 
2s one 3° twe 
4Sth Street, Just West of Times Square. 
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Keep your Business 
Appointments and So- 
elal Engagements in 
the beautiful 


GEORGIAN ROOM 
DINE-DANCE to 
melodies by LARRI. 
Entertainment night- 
ly and during Sat. 
Mat. Luncheon. 

For expertly prepared 
Cocktails, it’s the 
intimate SILVER 
LINING LOUNGE. 


Protected by 
- S. Pat. 
No. 2,021,189 





THERE’S REAL PROFIT in 


P. J. SPAT Co. SGyERSNILLE 


SMOOTHIE SPATS 


‘THOUSANDS of men everywhere are acclaiming 

the new Smoothie Zipper Spat. ey are real 

protit-makers for every shoe store, because they 
have real selling features. 

Smoothie Spats are separating zipper fastened 

and can be put on or taken off in a jiffy, thus 

eliminating the many minutes wasted 

in buttoning and buckling the old type 

of spat. Smoothie Spats fit perfectly 

to ankle and shoe, never wrinkle or 

bag and are always smooth and trim. 


Smoothie Zipper Spats are 
carefully tailored from the very 
best materials in various colors 
to harmonize with any costume. 
And are manufactured to retail 

and up, depending on 
materials. 
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Chain Store Efficiency 
records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, II. 


AD 








SWATCH FREE 6” 


? 


A POST CAKD WILL BRING YOURS 


THE HINDE & DAUCH PAPER COMPANY 
461 DECATUR STREET - .« 


SANDUSKY, OHIO 





Obituaries 
David J. Tobin 


Boston — David J. Tobin, former 
representative for E. P. Dodge Co., 
Rickard-Gregory Company, P. J. Har- 
ney Co. and for the past 15 years with 
Gray Bros. Company, Syracuse, died at 
his home, 920 Washington Street, Dor- 
chester, Mass., Nov. 14, from a sudden 
heart attack. He had apparently been 
enjoying the best of health. 

Mr. Tobin was a charter member of 
the Boston Shoe Travelers Association 
and had travelled the East and Middle 
West for the various firms he repre- 
sented. He was in his sixty-ninth year. 

The funeral was held from St. 
Gregory’s Church, Milton, Mass., on 
Monday, Nov. 18, and was attended by 
many of Mr. Tobin’s most intimate 
friends and others in the shoe and 
leather industry. 


John A. McCaughan 


MONTREAL, CANADA—John Alfred 
McCaughan, president of J. A. Mc- 
Caughan, boot and shoe manufacturers, 
and a life-long resident of Montreal, 
died tonight after a short illness. He 
was in his 72nd year. Born in Montreal, 
he entered the shoe business when a 
young man, learned it thoroughly and 
in 1910 formed his own company. 


He was a member of the Chambre de 
Commerce and a governor of the Notre 
Dame Hospital. 


George S. Cort 


Newark, N. J.—George Starmer 
Cort, shoe manufacturer and former 
head of the Thomas Cort, Inc.,° shoe 
concern of Newark, N. J., died Novem- 
ber 14, at his home in Newark. Mr. 
Cort who retired two years ago was 
in the shoe business in Newark until 
1913 when he moved to Boston. Later 
he was identified with the industry in 
St. Louis. 


Michael Zimmers 


MILWAUKEE, Wis. — Michael Zim- 
mers, 63, head of the former Kalt- 
Zimmers Co., one of the largest manu- 
facturers of women’s shoes in the 
Middle West, died suddenly at his 
home here Oct. 20. Mr. Zimmers re- 
tired in 1921. He is survived by his 
widow, three brothers and three sisters. 





lowa Store Remodels Interiors 


DES MOINES, IA.—Improvements are 
being made in a number of Iowa shoe 
stores, among them the store operated 
by Jimmie Neville, the Shoe Man in 
Algona. To inform his public of the 
value of his new fixtures, he published 


a detailed advertisement showing the 
old method of fitting shoes with the 
salesman straddling the stool, and the 
new method with the woman customer 
seated on a small platform and the 
salesman standing to serve her. For 
the benefit of the public he declared 
the salesmen when standing will be 
more active and show more shoes in- 
stead of trying to argue the customer 
into buying the first pair of shoes pick- 
ed out. 

Kepple’s Central Shoe Store at 
Decorah installed a new front, and in- 
terior decorations celebrating their 
first anniversary October 2. The store 
is operated by G. D. and M. L. Kepple. 

The Borg shoe store at Northwood, 
Ia., has installed a new, modern front. 

Ralph Cook is manager of the shoe 
department in the newly opened L. C. 
Kinseth Co., ready-to-wear store, which 
opened at Humboldt, Ia., October 4. 


Seattle Retailers Hold Election 


SEATTLE, WASH.—The Seattle Associ- 
ation of Shoe Retailers at its recent 
election of officers chose Norman J. 
Klasgye again to be president. Other 
officers elected were Frank Slasor, of 
the Cantilever Shoe Store, vice-presi- 
dent; and Dave Klinesmith, manager of 
the Rhodes lower floor shoe department, 
treasurer. Ed Phelan, of the Seattle 
Chamber of Commerce, continues as 
secretary. 
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MRS. DAY’S IDEAL BABY SHOES 


infants’ Soft Seles.. 0-3 

intermediates ...... (-5 

Flexible Mard Soles. 2-6 

Send for In-Stock 
Catalog 


MRS. DAY’S IDEAL BABY 
8 co. 
Danvers, Mass. 
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Men's and Women's 
Slippers 


Ph EO 


EVANS-S 


HAND TURNED CEMENT 
OR PADDED SOLES 


1605. 
Padied sole 


Tan and ‘Bise k 
D $1.25 


77 STYLES 
IN-STOCK 


SEND FOR 
CATALOG 








New Branch Opened 


Lone BEaAcH, CALIF.—A new branch 
store of Stoner’s Shoe Market was 
opened November 9 at 420 Pine Avenue 
here. Billfolds, cigar lighters, perfume 
bottles and toys for children were dis- 
tributed on the opening day. 

The new store is claimed to be the 
largest shoe store in Long Beach by 
Ralph C. Goldman, manager. Com- 
plete lines of hosiery and purses are 
also carried. The Stoner chain has 
branches in Los Angeles, Hollywood, 
Glendale, Huntington Park, Santa 
Barbara, San Bernardino, Pomona and 
Riverside. 

Mr. Goldman was transferred here 
from the Huntington Park branch. 
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One Shoe In 100 Combinations 


30, 1935 


New York—Herman Delman, noted designer and manufacturer of feminine footwear, pre- 
sented one pattern in a hundred different combinations at the annual Spring showing of the 
Shoe Fashion Guild of America which was recently held at the Waldorf-Astoria. 

The shoes were displayed on a large palette which covered the entire wall and extended 
from the floor to the ceiling. Around the outline of the palette were twelve splotches of 
pain? in various colors which formed the background for shoes of each of these colors. 
The center of the palette was a blaze of varied colors in satin, velvet and crepe set off 


with sparkling jewels and rhinestones. 


. Large brushes slipped through the thumbhole of 


the palette completed a most effective and interesting display. 
The design of this shoe is patented and is on sale exclusively at the Saks-Fifth Avenue stores. 





Observes 40th Anniversary 
as Shoe Merchant 


SPRINGFIELD, Mass.— Lincoln C. 
Haynes, vice-president of the Morse & 
Haynes Co., Inc., at 1454 Main Street, 
recently observed his 40th anniversary 
Oct. 10, as a shoe merchant in this 
city. Mr. Haynes is one of the pioneer 
merchants in the city. 

As on all days he was at his desk, 
a 40th anniversary being just another 
working day. Perhaps the greatest 
change that the years have brought, 
has been the incursion of numerous 
chain shoe stores on Main Street, he 
says. When Mr. Haynes started work- 
ing with O. D. Morse in 1880, Forbes 
& Wallace was the only department 
store selling shoes. Mr. Morse started 
his store in 1868. 

In 1882 Mr. Morse died, and his son, 
Frank Morse, and Mr. Haynes con- 
tinued to work for The Broadhurst 
Bros. store which bought the business 
from the estate. They worked with 
this firm until 1895 and bought out 
the Ingall store in 1895. This store 
was two doors from the present store. 

A bit later the present store was 
opened and Morse & Haynes operated 
with Frank Ruggles, managing the 
present store until the old store was 
given up. 

Frank Morse died in 1932. Mr. 
Haynes is vice-president and treasurer 
and his son, Walter L. Haynes, is 
assistant treasurer. With them is 


Eugene B. Ward, now president of the 
corporation. He has been with the 
company since 1895. 


Nordstrom's Lease New Quarters 


SEATTLE, WaSH.—Confident of con- 
tinued rapid strides in the shoe busi- 
ness, showing an excellent upturn this 
Fall, Nordstrom’s, Inc., has leased new 
quarters at 4339 University Way, in 
the collegiate district of Seattle where 
a large expansion program will be 
carried forward. The new University 
set-up, close to its present location 
which is to be vacated, will be one of 
the largest retail footwear establish- 
ments in Seattle, acording to L. W. 
Nordstrom, secretary, who announced 
a spending program of more than five 
thousand dollars, for remodeling, in- 
terior beautification and a new store 
front. The 6000 square feet of floor 
space shortly to be occupied will be 
extensively improved as a handsome 
set-up for the merchandising of foot- 
wear in the university environs. 


Expansion in Boys' Shoes 


New YorkK—Dr. A. Posner Shoes, 
Inc., are now producing a line of boys’ 
shoes, made in Brockton, Mass., to re- 
tail at $4 and $5. This is the first time 
they had had boys’ shoes, having de- 
voted all of their previous 40 years of 
effort to children’s and growing gir!s’ 
footwear. 
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New Front Increases Trade 
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The business of the Florsheim shoe store has shown a steady increase since the 
remodeling and enlargement of its window space. 


PoRTLAND, ORE.—“The trouble with 
the former Florsheim shoe store,” says 
manager George D. Williams, “was 
that so many men would pass the shop 
and not see it.” 

Obviously this new store which has 
double the window space of the pre- 
vious store, has amply overcome that 
fault. This 34-foot front stands out in 
the middle of the street, and is so 
striking, that it is really impressive. 


The interior appeals to the trade in 
both its simple richness and its warmth 
of tone. New direct ceiling lights 
which have no fixtures, being flush 
with the ceiling, and a_ wall-to-wall 
carpet add to the smartness of the 
shop. The store has been in this same 
location for the past 22 years. During 
this time, Mr. Williams has served as 
manager. The steady increase in busi- 
ness since the enlargement and re- 
modeling has been very gratifying. 





Detroit Retailers Hold Dinner 


Des MOoINEs, Iowa-—Eighty-two mem- 
bers of the Des Moines Shoe Retailers’ 
club and their salesmen attended a buf- 
fet dinner and stag party at Hotel Fort 
Des Moines, November 19. The party 
was held in the Log Cabin. A special 
entertainment program was provided 
with Harry Harmon of the Utica in 
charge. Joe Greller of the Utica had 
been chairman of the committee but 
was called to Minneapolis by the death 
of his mother. The next meeting was 
set for January when election of officers 
will be held and activities for the year 
set in motion. W. E. Beall, secretary 
of the club, was one of the contingent 
of pheasant hunters leaving next day 
after the party for northern Iowa. 





AVOIDING MIS-MATES 


"Our system calls for every pair of shoes, 
previous to going to the cashier, to be checked 
by the manager or his assistant," writes a 
Philadelphia retailer. "A sales check is made 
out by the salesman upon completion of the 
sale. He must list the stock number and the 
size on this sales check. He then brings up 
the shoes to be checked by the manager or 
the one appointed to check these sales slip:. 
This person checks both the shoes to be sure 
they are mates and if so he puts his O.K. on 
the sales slip. The salesman then gives the 
sales slip with the purchase and the money to 
the cashier. 

"The cashier is held responsible to see that 
the sales slip bears the checker's O.K. before 
she rings up the sale. As an extra precaution 
= also checks the shoes before wrapping 
them. 


"There is also another feature in our store 
that makes a salesman very cautious about 
bringing up mis-mated shoes to be checked 
and that is a set rule that the salesman will 
be fined 25 cents for every mis-mated pair 
that he brings up." 

* * & 


"When the new stock is received the toe 
numbers, stock numbers, selling price and size 
are marked on the sole of each shoe," says a 
Manistee, Mich., merchant. "At a glance the 
salesman or wrapper can tell whether or not 
the shoes are mis-mated before they are 


wrapped." 
* * & 


“The only way to avoid mis-mates is to have 
a strict order in all branches of shoe handling 
with a severe penalty to any person who is a 
victim of this habit. It may be advisable to 
have signs put up where the salesman a; well 
as the customer can readily see them."—A 


New York store. 
* * 


"It is a rule in our store," says a Connec- 
ticut retailer, "that the person who wraps 
the shoes must check the left and the right 
shoe as to stock number, lining number, size 
and width. If this is carried out in every case 
there should be no mistakes. 

But, if through carelessness, any salesman 
does sell shoes that do not match, he is 
compelled to pay a fine. This fine pays for 
a treat for the sales people or pays for refinish- 
ing the shoe if it has been worn." 

* * & 


“After the customer has selected the shoes 
desired," relates a Pennsylvania merchant, "the 
sales clerk always looks at style number and 
size in both shoes on preparing them for the 
customer. As this takes only a short time and 
the sales clerk is positive there are no mis- 
mates this method was very successful in this 
store for the past three years." 


Exchange Card for 
Gift Purchases 


Every Christmas the Fontius Shoe 
Company of Denver uses a small rich- 
looking “Exchange Card” printed on 
mottled green stock. It reads: “The 
Fontius Shoe Company will gladly ex- 
change this for you if you wish.” 

This card goes into every purchase 
that looks like a gift. Customers like 
it because they do not like to come 
right out and tell where they bought a 
gift and what they paid for it. En- 
closing the card smooths that over. 

Then too, those who receive a gift 
are often bashful about exchanging it, 
fearing they will be insulted. The 
card smooths that over too, for it as- 
sures the bearer of courteous service. 

By simply showing this card the 
salesmen prevent many a customer 
from saying, “I guess I won’t buy slip- 
pers; they might not fit.” Again the 
card smooths out the objection and 
makes the sale. 


Srenco Shoe Co. to Move 


St. Louis—The Srenco Shoe Co., 
1317 Washington Avenue, will soon 
move into a new store at 1325 Wash- 
ington. Jack Srenco, manager of the 
company, says it will continue to han- 
dle jobs of factory damaged and sample 
St. Louis branded lines of men’s, 
women’s and children’s shoes. 





. HOW to MAKE | 


YOUR SHOE ADS 
STAND OUT 


A Brand New Book! 


110 Small ad-layout sketches and 
brief, clear text. The principles 
of making compelling ad-layouts 
boiled down into a practical 25- 
page hand-book. 


Every merchant and ad-man 
who spends money for news- 
paper ads will find this Manual 
a money-maker. Only $1.00. 
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Job Shoe Lots 


AE 6 6 6 6 EF EE EI EF 


ST. LOUIS 
STANDARD BRANDS 


We specialize in women’s, men’s 
and children’s jobs, samples and 
cancellations for special promo- 
tions. We handle nothing but 
Saint Louis-made shoes from re- 
liable sources. 


SEE US FOR YOUR 
JANUARY PROMOTIONS 


“While in town see Weil” 


M. K. WEIL SHOE CO. 


1326 Washington Ave. St. Louis, Mo. 
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Shoe Trees 
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QUICK PROFIT ITEM = 50) 


SIMPLEX SHOE TREES RETA 


SELF ADJUSTING 


A Gentle Squeeze 


Inserts or Removes 
WRITE FOR 


UNIQUE 
SALES PLAN 


Simplex 


SHOE TREE | CO. 








Shoe Plant Moved 


AUBURN, ME.—The Augusta Shoe 
Company, which has been operating in 
Augusta for a year, has signed a lease 
for two floors in the Alfred J. Sweet 
factory building and has started to 
transfer their plant here. 
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Color Over the Waldorf 


[CONTINUED FROM PAGE 30] 


material. It is strongest in kid, and 
in combinations of fabric with blue 
leather—especially patent. The blue 
reversed calf sports shoe was shown 
everywhere, and a few lines showed 
town shoes of marine blue suede. The 
all-over blue patent leather shoe was 
occasionally shown, but in the main, 
blue patent was used as trimming on 
blue kid or fabric. 

Black is expected to be less impor- 
tant than it was last year. 
patent leather is an important new 
note for all-over shoes as well as for 
trimming. 

Brown was on the decrease. It is 
being very much cut into by the rust 
range, as noted above. However, bright 
browns such as ginger, are selling well 
in suede finishes, for sports shoes. 


Shoes for Resort Wear 


For resort wear, the all-white shoe 
is still volume, but in walking types 
it is cut into by combinations of tan- 
and-white or rust-and-white—occasion- 
ally luggage-and-white, oxblood-and- 
white, or marine blue-and-white. 

The multi-colored shoe, in which a 
number of bright colors or pastels are 
combined, appeared everywhere. It 
seems slated for very real importance, 
as it should be, because it is a shoe 
that can be worn with a number of 
dresses. 

Chamois appeared in a number of 
lines, but there is some doubt as to its 
general acceptance. 

The solid-color-shoe was shown every- 
where. If contrasting color was used 
as trimming, it was held to a minimum, 
The contrast of two surfaces, such as 
kid and patent, fabric and patent, re- 
versed calf and smooth calf was widely 
used. This is very natural in a season 
when costume colors are so varied and 
so “scrambled.” It is especially neces- 
sary when the shoe color itself is con- 
spicuous enough to use as an accent. 

The combination of luggage reversed 
calf and Bourbon smooth calf is an ex- 
ception to this rule, since the colors 
are near enough together to give an 
effect of banding. 

The prevalence of the new rust range 
resulted in its use as trimming on 
marine, brown and black. These shoes 
are very smart, but not so salable as 
the solid color shoe, with the possible 
exception of the marine shoe trimmed 
with a slight touch of rust. 


Patterns Profuse 


Patterns were legion. There has 
seldom been a season of so much 
originality. Three outstanding themes 
emerged—the lowered top line, the im- 
portance of straps, the open shoe. 

The top line is lower everywhere. 


Black . 


The five-eyelet oxford has dropped to 
three-eyelet height, after that, it is very 
apt to take on a D’Orsay line, to make 
it still lower; or to be cut away so that 
it forms a little instep tie or strap. 
One-eyelet and two-eyelets are in. The 
high-riding gore pump has come down 
to a line only slightly higher than the 
opera pump. Opera pumps are back, 
often sandalized, often built up a little 
at the front. 

Straps of all types are enormously 
important. They are expected to out- 
sell oxfords. The broad strap, in sabot 
and other versions, is perhaps the most 
important of all. Trick straps are back 
again—two-and-three-straps are in— 
hybrids between oxfords and straps, in- 
cluding many shoes built on oxford 
shells, but fastening with a strap, are 
very good. 

Sandals are obviously in for another 
big season, but those shown were san- 
dals that can be walked in. There was 
almost always a broad area of leather 
somewhere in the shoe—however open 
it might be, which would give support 
to the foot. Some sandals were made 
of broad bands, others were opened by 
cut-outs, died out or constructed. The 
variations were innumerable. The open- 
toe sandals were apt to have a rather 
small opening, which made them prac- 
tical shees. In fact, it is expected that 
open-toe and openheel sandals will be 
worn on the street this Summer. 

The means of opening shoes were 
extremely varied. Perforations were 
seen comparatively seldom and ap- 
peared chiefly on sports shoes. Con- 
structed cut-outs were everywhere— 
so were died-out cut-outs, many of 
which derived from the famous “Dam- 
ascus.” The open shank was shown in 
oxfords, pumps and ties as well as in 
straps and sandals. The slogan of the 
year is: “Open shoes that are dif- 
ferent.” 


Heels and Lasts Lead 


The low heel business has stabilized 
somewhere about 14/8 and remains im- 
portant. Certain lines introduced ex- 
tremely high heels, sometimes up to 
23/8 and 24/8. This trend will prob- 
ably stabilize itself at a somewhat 
lower level, just as the trend toward 
low heels stabilized at a higher level 
than the original “flats.” 

The shoe for the occasion—as one 
looks back on the Guild showing, the 
most important fact is not trends in 
color, material, pattern or last, but the 
fact that we have gone back to the shoe 
for the occasion. Sport shoes are sport 
shoes, town shoes are town shoes—the 
“general utility” shoe is losing ground. 

The manufacturer has given the re- 
tailer a way to increase his business. 
It is up to the retailer to sell the idea 
to his customer. 
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Perpetual Inventory Assures an Increased Profit 
...and Lowers Your Insurance Cost ... 
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Recorder Stock Record Cards Supply a Perpetual Inventory 
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ae Do Business More Efficiently by Installing the Recorder Stock Record Card System 


shoe MERCHANTS SERVICE DEPARTMENT 
port BOOT AND SHOE RECORDER 


the DEALERS, CHICAGO AREA: 209 So. State Street, Chicago, Illinois 


Gentlemen: 
und. ( ) Please send me onan a prices of your Stock 
or 


pies Personal service available on above subjects—also in a a a ae 


te merchandise promotions—at nominal cost. 








When writing advertisers please mention Boot and Shoe Recorder 





THE TICKET 


fot 


CHRISTMAS 
DISPLAYS 


The backgrounds of both ticket 
and card are snowy white, on 
which the seasonal designs ara 
cheerfully presented in bright 
red and green. The display 
card has an additional color— 
gold—which enriches the card 
considerably. 


a. 
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let us showt you 
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CARD HOLDERS 
Oval base—burnished gold— 


three-color trim. These modern- 
istic holders take any size card, 
and harmonize with the finest 
window display fixtures. 


Supplied with annual services. 
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Suggest Your Merchandise 
as Seasonal Gifts ¢« with 
Christmas Cards and Tickets 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 


women's hosiery, store service, fitting, quality, styles. 
Single cards, 60c each—without text, 35¢ each 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available. 
WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 


WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 


MERCHANDISING AIDS 





Polly Clips 
fo LLy Cu P for Price Tickets—Adjustable— 


for Price Tickets Tilt at any angle. 





Polly Shoe Helder 


To display arch, branded,. and 
fibre-sole shoes. Always re- 
mains in upright position. 





Recorder Stock Record 
Tickets 
S for shoe cartons. Cyclone clips 
Pou HOE included: 
Hover. 4 seaecass 


Pat. Pending 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. 


12 dozen (printed or blank) 
6 il] o Li] Ld 


SPECIAL: 


Combination of one gross Polly 
Clips and one Bg Arrows, only 
00. 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN, supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS, with prices as wanted, to assure well blended 
trim, are 35c per fifty, additional. 





SERVICE | MONTHLY HOLDERS Tickers 





Ne. | $5.00 6 100 





Ne. 2 4.00 4 100 





























g FOR ITSELF + IN 
J(AY4~ INCREASED BUSINESS 


Mail Coupe Now! | 

















65] | 





























(Crose out 
lines not carried.) We wish IMPRINTED TICKETS @ 35¢ per fifty, In following 


quantities and denominations: 


SERVICE 


CARD 


SHOW 


LSS eee 


We sell Men’s, Women’s, Children’s Shoes and Women’s Hoslery. 


STORE NAMES 
STREET 


For 
for 


ANNUAL 
per year, payable 
SNe per month. 
cash In advance, full year’s 


eard holders. 


month additional 


from foreign subscribers 
each month’s service deliv- 


service, 5% discount. Checks 
must be drawn on U. &. 
banke, or Include exchange. 
if for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
der, we agree to pay $1.00 
ered, and agree to return the 


For thie service we will pay 


per 


FOR 





























Christmas designs . . . 


x4 
red and green on 


white background. Black prices. 


Size: 1/2” x 2%"—Prices on opposite page. 


“M” Rust pennant, 
Goldenrod yellow 
stripes on cream 
background. 


“B”: Blue bar with 
orange sunburst on 
silver board. 

“A”: Same design 
white board=—= 
brown bar—orange 


MERCHANTS SERVICE. DEPARTMENT 
BOOT & SHOE 
WecOVAEY 


209 S:STATE ST: CHICAGO:ILL: 


Service 
--» Consisting of 
- card holdere (with 


first month’s service), 
IMPRINTED 


Card 
additional. 


beginning with AUGUST, 
for 


continuing monthly for one 
TICKETS, at 35¢ per fifty, 


blank tickets each month, 


Please enter our order for the 
Recorder “Selling Messages,” 
OP cnccccaans 


year, 
the 
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CLA/IFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 





SALESMEN WANTED 


SALESMEN WANTED 





SALESMEN WANTED 











Shoe Clerks Desiring Perma- 
nent Connection with Reliable 
Corporation, have openings in 
several cities. Write Glen Bron- 
son, Sales Manager, 710 W. 
Lake, Minneapolis, Minn. 








Salesmen—with road selling experi- 
ence and_ established trade in 
Georgia; Iowa and Nebraska; and 
Wisconsin, to sell well-known and 
popular line of Ladies’ In-Stock Nov- 
elty Footwear. A real opportunity 
for salesmen desiring a permanent 
connection and interested in making 
money. 
Address E-506, Care 


BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 








FULL TIME SALESMEN 


For one of largest manufacturers of stitch- 
cowns, Pre-welts, turn slippers and novelty 
shoes. Complete in-stock line. Commission 
basis only. State fully territory covered 
and references. Spring line ready. 

Address E-503, Care 

BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 











WANTED—Salesmen who desire to make 
more money. One of the eo se bey me 
manufacturers and distributors Stock 
Ladies’ Novelty Footwear is Beaitaal i live 
wire salesmen for Virginia, Georgia, Florida, 
Alabama, Wisconsin, Iowa and Nebraska, Wash- 
ington and Oregon. Line nationally known 
and well established. Retails at popular prices 
and selling in large volume. When applying 
state road selling experience. Address E-477, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, ‘i 


ELL-KNOWN Middle West Work Shoe 

Manufacturer, planning changes for next 
season, will consider applications from_ experi- 
enced men in following territories: Indiana; 
Illinois, exclusive of Chicago; Ohio and East 
Kentucky; Iowa and North Missouri; Kansas; 
South Texas. Give full details of present and 
former connections, shipments, earnings, etc., 
in first letter. Address E-489, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, 











ALESMAN—With established business in 

New England and greater New York, out 
side of large downtown accounts, for Women’s 
Shoes, Welts and Littleways, who is willing to 
work, can find something of interest by address- 
ing undersigned. Line established and well 
known to the trade. Give past experiences, 
also present position, which will be treated 
confidentially. Address E-490, care Boot & Shoe 
poeegeer. 239 West 39th Street, New York, 





ATIONALLY known manufacturer building 

sales organization to market outstanding new 
Shoe Polish. Full time or side line. Commis- 
sion. All territories open but New York metro- 
politan. 5136 Lancaster Avenue, Philadelphia, 
Penna. 





WANTED: Salesmen to carry Line Infants’ 
Prewelts and Men’s Beach Sandals. Com- 
mission basis. The Kepner-Scott Shoe Co., 
Orwigsburg, Pa. 





CHOICE TERRITORY OPEN for a side line 
of Women’s ard Growing Girls’ Sport Ox- 
fords, carried in stock to retail at $3 and $3.50. 
On a strictly commission basis. References 
must accompany first letter, or application will 
not be considered. Address E-504, care Boot 
4 95 see 239 West 39th Strect, New 
or 


SALESMEN Wanted to sell White Nurses 
Shoes with Flexible Soles to Department and 
Chain Stores on commission. Only 4 Samples. 
Morning Glory Slipper Co., Campello, Mass 





LINE WANTED 


WANTED—A line of men’s and ladies’ dress 
shoes to sell in South Carolina and part of 
North Carolina on commission. Address E-498, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








W ANTED—Manufacturers’ line of women’s 
shoes for the jobbing and chain store trade. 
Have good following. Will travel from coast 
te coast at my expense, if line and firm is right. 
Paul Solomon, 551 FE. Philadelphia Street, 
Youngstown, Ohio. 





MANUFACTURER'S BEACH | SANDAL 
line wanted by man with experience selling 
to retail and department stores in Greater New 
York, New Jersey. H. Nova, 285 E. 49th 
Street, Brooklyn, N. Y. 








FOR SALE 








WELL-KNOWN, trade-marked line, children’s 
shoes, stocked in Chicago, has openings in 
Indiana, Wisconsin. Excellent side line. Ad- 
dress E-505, care Boot & Shoe Recorder, 209 
South State St., Chicago, III. 





EN’S SHOE SALESMEN TO CARRY 

LINE OF BOYS’ SHOES: Extension of 
our manufacturing facilities brings a complete 
in-stock service on a superb line of boys’ shoes 
to retail at $4 and $5. Powerful advertising 
and merchandising program should simplify 
selling. All territories outside New York, New 
Jersey, Connecticut available. Only successful 
men’s shoe salesmen wanted—men who can in- 
crease their incomes substantially with this out- 
standing boys’ shoe proposition. Write to Her- 
bert Posner, Dr. A. Posner, Shoes, Inc., 140 
West Broadway, New York City. 


I AM LOOKING FOR MEN who have con- 
nections with shoe stores and shoe factories. 
I manufacture high-grade leather bows for retail 
stores and factories. There is a good opportu- 
nity for the right man. Address E-507, care 
Boot & Shoe Recorder, 239 West 39th Street. 
New York, N. Y. 


MARYL _AND and District of Columbia resi- 
dent, fastest selling popular priced general 
line also ladies’ novelties. Full particulars. 
= Schwartz & Sons, 20 N. Fourth St., Phila., 
enna. 














FoR SALE—SHOE STORE. The amamenbeary 
Company, Inc., 3 State Street, Auburn, N 
Established 25 years, selling ‘“‘better grade” 
Shoes, Hosiery, Luggage. Store always en- 
joyed the reputation for quality merchandise. 
Featuring Men’s Stetsons and _ Bostonians. 
Women’s Menihans, and Marshall Meadows & 
Stewart. Stock and Fixtures inventory around 
$20,000. Sealed bids on forms issued at the 
store office, or mailed upon request. Only 
those will be recognized. Business history ob- 
tained locally or through Dun-Bradstreet. Bids, 
received from Dec. 26 to Dec. 30 at 1 p. m., 
opened 15 minutes later. Stock may be seen 
during business hours or by appointment. Ex- 
cellent opportunity for those desiring an estab- 
lished business. Reason for selling: Advanced 
age and ill health. 


WELL ESTABLISHED SHOE STORE 
STOCK. Location 100 per cent. Popula- 
tion, 8000. Address 904 Main Street, Fred- 
ericksburg, Virginia. 








SHOE STORE WANTED 


IVE FULL DETAILS. I will consider cash 
transaction if conditions, details are satisfac- 
tory. Address E-508, care Boot & + Re- 
corder, 239 West 39th Street, New York, N. Y. 








mum charge 75 cents. 


address should be counted. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Seq 





7 cents per word. 


Minimum charge, $1.25. 
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POSITION WANTED 


WANTED TO PURCHASE 


MERCHANTS NEEDS 





BUYER AND MARAGER— Once for store or 
department in the New York district. Ex- 
perience covers operation of Fifth Avenue store 
and independent retail shop. Ability to get 
results, turnover and prcfit. Address E-499, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





Exceptional Secretary 


Available 


With Orthopedic Shoes, Inc., mov- 
ing its headquarters from New 
York City to Portsmouth, Ohio, a 
girl well versed in shoe secretarial 
work is open for a position in or 
around New York City. Present 
employers give unqualified recom- 
mendation for her six years’ ser- 
vice. Address E502, care Boot & 
Shoe Recorder, 239 West 39th St., 
New York, N. Y. 











HOE MAN—age 36, married—desires_yposi- 

tion as store or Department Manager, Buyer 
and Window Trimmer. Has had 15 years’ ex- 
perience. Willing to go anywhere. Available 
Jan. 1. Address E-509, care Boot & Shoe Re- 
corder, 209 South State Street, Chicago, III. 





ARISIAN resident, footwear stylist—writer 

—artist—12 years’ experience, available for 
service to American manufacturer. Beauregard, 
14 rue Stanislas, Paris 6, France. 





AN OPEN LETTER 


e To Manufacturers with a Va- 
cancy on Their Sales Staff e 


I know the shoe business, am ambitious and 
willing. The sole purpose of this ad is 
that I wish to better my position in life. I 
am 29 years old, have had a good education, 
am neat appearing and have been in the re- 
tail shoe business in the better shops as sales- 
man and manager for 14 years. I know that 
there is more of a future for me on the sales 
staff of some progressive manufacturer. I 
know that I can sell his shoes. If you are 
interested will you write at once to 


Address E-511, Care 
BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 








BILLING CLERK AVAILABLE 


Nine years’ experience. Well versed 
in secretarial work. Open for posi- 
tion in or around New York City. Best 
of references. 
Address E-510, Care 
BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 











ALESMAN—Fifteen years’ diversified ex- 

perience selling, managing, window trimming, 
advertising and orthopedic shoe constructions. 
Any place but N. Y. C. E. Landow, 55 Pierre- 
pont St., Brooklyn, New York. 








Installs Men's Shoe Department 


New Haven, Conn.—Jordan-Howe 
Co., Ine., 90 Church Street, men’s 
clothing and furnishings store, has in- 
stalled a shoe department featuring the 
Nunn-Bush lines of men’s shoes as 
well as the union label line made by 
Knight Bros. Louis Bennett, who was 
manager of a leased shoe department 
in the New Haven men’s store of The 
C. E. Longley Co. for seven years, is 
Managing the new Jordan-Howe de- 
partment, 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO.., Inc. 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Etc. 

IRVIN RUBIN 

“The House of Jobs’’ 

89 Reade St. Cor. Church 

Phone Barclay 7-7887 New York City 








CASH FOR BRANDED SHOES 
RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostonian, etc. 
BARIS SHOE COMPANY, Inc. 


79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 518! 

















MERCHANTS’ NEEDS 





WEAVCO DISPLAY FIXTURES 
AT WHOLESALE PRICES 


Write for new catalog 
illustrating show window 
display fixtures. Take ad- 
vantage of WEAVCO'S new 
urer to 
sales policy. Buy retail quan- 
tities and obtain jobbers dis- 
counts. Send for the catalog 
and jobber’s discount sheet 








display fixtu somansiastn rer. 


Write for new catalog 
and details 


Weavco International, Inc. 


214 Institute Place Chicago 








Manages New Men's 
Department 


Los ANGELES, CALIF.—J. R. McCol- 
lum who was connected with the Bond 
Shoe Company at Jackson, Miss., for 
20 years, 10 of those years as buyer, 
has been appointed buyer and manager 
for the new men’s shoe department in 
The Brooks Clothing of California, 
Ltd., new seven-story men’s store lo- 
cated at 644 S. Broadway. 

Assisting Mr. McCollum is J. R. 
Reid, who also comes from the Bond 
Shoe Company store at Jackson. 

The new department is a model for 
good lighting and artistic modern set- 
up. The upholstering is in cream 
leather, the floor in green battleship 
linoleum tile with black and orange 
color relief. The fitting stools are done 
in red leather, while all movable fur- 
nishings have tubular chromium plate 
frames. 

The lighting fixtures are new and 
novel, built to give the most perfect 
diffusion of light possible. Dome-like 
areas are dished out of the ceiling 
at regular intervals, and are enameled 


MONEY 
IN FOOT CORRECTION! 


“) 


A “Technopedic System of Foot Correction” 
office or department will make money for you. 
Many successful offices throughout the coun- 
try. Technoped machines, complete equip- 
ment, home study course and diplema on com- 
pletion at low cost. Easy terms. Write. 


TECHNOPEDIC INSTITUTE 
665 BROAD STREET NEWARK, N. J. 








THE DUNDE 
SHOE RESHAPING MACHINE 


is a necessity to every retailer. 


Practical and economical. More than 
pays for itself within a very short time. 
Eliminates gapping, slipping at heels, 
cost of rebinding and many other fitting 
evils. Endorsed by leading retailers 
throughout the country who wonder 
how they ever got along without this 
machine, 








Machine without hand iron 
Machine complete with hand iron... 
Hand iron only . 


f.o.b. New York City 
Ask for Descriptive Literature 
DUNDE SHOE RESHAPING DEVICES, INC. 
13 EAST 37th ST. NEW YORK, N. Y. 




















a brilliant white to reflect the rays 
from the indirect lighting fixtures. 
Daylight effects are practically perfect 
at all hours of the day. 

The store, as a whole, is one of the 
largest men’s stores on the Pacific 
Coast, with seven active floors and 
basement. New from top to bottom 
and with the latest in display windows 
it is a distinct acquisition to the lower 
Broadway line-up. 

It will be the business of Mr. Mc- 
Collum to superintend the installation 
of men’s shoe departments in all 19 
Brooks stores in southern California, 
shoes being a new line in practically 
all of them. The work will be done 
gradualy. 





® 
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To 
Our Advertisers In This Issue 





Brother Shoe Men Honored 


RAYMOND, N. H.—Two young manu- 
facturers who have brought this small 
community back from the threshold 
of economic depression to a prosperity 
greater than any it had enjoyed even 
in the “boom” days of the pre-depres- 
sion era were honored here Oct. 22 in 
an unusual demonstration of civic 
loyalty, good will and cooperation. 

The men honored were Roy H. 
Bourque, president of the Bourque Shoe 
Company and his brother, Joseph 
Bourque, vice-president of the firm. 

Two years ago this town, which for 
many years had been a thriving little 
shoe center, was left without an indus- 
try when both of its previously pros- 
perous shoe companies, dogged by 
depression and labor troubles, gave up 
the struggle and went out of business. 
Then a live-wire group of Raymond 
citizens, banding themselves together 
as the “Raymond Improvement So- 
ciety” set out to remedy matters. They 
persuaded the Bourques to move here 
from Methuen, Mass. 

Today the Bourque Company is a 
lusty young concern, employing more 
than 300 persons in a town of only 
1200 population and providing the en- 
tire community with the best and 
steadiest means of livelihood it has had 
in years. A union shop, the firm has 
had practically no labor troubles, and 
has offered stable employment and a 
— and regular payroll to the towns- 
olk. 

As a means of showing its gratitude 
and appreciation to the manufacturers, 
the Raymond Society staged a recep- 
tion, entertainment, and dance at 
1.0.0.F. Hall. The program was ar- 
ranged by the Improvement Society 
and a committee of prominent citizens, 
and was an unqualified success. 


O'Donnell Shoe Co. Expands 


HuMBOLDT, TENN.—The O’Donnell 
Shoe Company has expanded and now 
occupies a new 35 by 100 foot office 
building adjoining the factory. The 
new building includes a sample room 
and office quarters for W. M. O’Don- 
nell, president; J. H. Williams, vice- 
president and treasurer; and E. F. 
Forsbund, secretary. 

The plant has a capacity of 2,400 
pairs of shoes daily and at the present 
time is turning out 2,100 pairs per day 
and specializes in riding boots, “Propr- 
Bilt” for women and children, the 
“Sorority Deb” for girls, a corrective 
shoe for women and a popular priced 
shoe for men. 





BOOTS AND SHOES 


BASS, G. H., & COMPANY, Wilton, Me 

BLOG SHOE CO., INC., New York City 

BRAUER BROS. SHOE CO.., St. Louis, Mo 

BROOKS SHOE MFG. CO., Philadelphia, Pa.................... 
BROWN SHOE COMPANY, St. Louis, Mo 

CAMBRIDGE RUBBER CO., Cambridge, Mass 

CHIPPEWA SHOE MFG. CO., Chippewa Falls, Wis...................-. 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass 
ENDICOTT-JOHNSON CORP., Endicott, N. Y 

EVANS’ SON, L. B., CO., Wakefield, Mass 

EXCELSIOR SHOES, INC., Portsmouth, O 

FREDERICK SHOE CO., Derry, N. H 

GREEN SHOE MFG. CO., Boston, Mass 

GREGORY & READ CO., Lynn, Mass 

HANNAHSONS SHOE CO., Haverhill, Mass 

HOLMMES-BOTIR Shige GO... Lewiston, Me.. 2... 6.060 ccc tcc ces eee ec ted evens 
HOOD RUBBER CO., INC., Watertown, Mass Front Cover 
JOHNSON, STEPHENS & SHINKLE SHOE CO., St. Louis, Mo 

JUVENILE SHOE CORP., St. Louis, Mo 

LUMBARD SHOE CO., Auburn, Me 

META-POISE DIV. OF H. C. GODMAN CO., Columbus, O 

MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind 

MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass 

OWENS SHOE CO., Salem, Mass 

SERVICE LEGGING CO., INC., New York City 

QUENNARD LATEX PRODUCTS CORP., New York City 
VAUGHAN-TOWLE CO., Wakefield, Mass 

WEIL, M. K., SHOE CO., St. Louis, Mo 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., New Castle Div., New York City 
COLONIAL TANNING CO., Boston, Mass 
GOODYEAR TIRE & RUBBER CO., Akron, O 
HUBSCHMAN, E., & SONS, Philadelphia, Pa 
KISTLER LEATHER COMPANY, Boston, Mass 
OHIO LEATHER COMPANY, Girard, O 
PANTHER-PANCO CO., Chelsea, Mass 

SETON LEATHER CO., Newark, N. J 

SURPASS LEATHER CO., Philadelphia, Pa 

VAN TASSEL LEATHER CO., Norwich, Conn 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 
SPAULDING FIBRE CO., No. Rochester, N. H 
UNITED LAST COMPANY, Boston, Mass 
UNITED SHOE MACHINERY CORP., Boston, Mass............. 0000 ccc eeeeee cence 6, 45 
SHOE ACCESSORIES . 


P-J SPAT CO., Gloversville, N. Y 
SIMPLEX SHOE TREE CO., Chicago, Ill 


STORE EQUIPMENT 


DUNDE SHOE RESHAPING DEVICES, INC., New York City 
HINDE & DAUCH PAPER COMPANY, Sandusky, O 
WEAVCO INTERNATIONAL, INC., Chicago, III 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 

HOTEL GOVERNOR CLINTON, New York City..........0.0.0 20:0 cece eee eee 
HOTEL PICCADILLY, New York City 

NN io Sa ssc toe snc coe beac eh singh senses evikese : 
KIRSCH-BLACHER CO., INC., New York City.............. cece cece eee eee eee 
NATIONAL SHOE FAIR, Chicago, Ill 

TECHNOPEDIC INSTITUTE OF FOOT CORRECTION, Newark, N. J.............--- 
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MERCHANDISE 


The Town Shoe of 
| Marine Blue 


“Dolores” 


“Barbara” 


VODE KID Noe. 137 Town -dress in Marine Blue crepe 








A clear, lively navy-blue. 


Tuis spring you'll need town shoes, sharply distinct from sports or country shoes, to promote 
for wear with sleek navy-blue tailleurs, with navy-blue coats over printed dresses, with navy- 
blue silk suits. 


SHOES that represent two important types are shown here—a severely simple broad-strap, 
trimmed only with rope stitching, for wear with tailleurs, a sandalized opera for wear with 
more formal costumes. 


D. MYERS & SONS, INC., of Baltimore, has them both, detailed in a clear, lively shade of 


Marine blue, in leather that gives excellent cutting, excellent service. 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston,’ Massachusetts 


Vel. CVIII, No. 14, BOOT AND SHOE RECORDER, published every Saturday by Chilton Company (Inc.), Chestnut and 56th Sts., Philadelphia, Pa. Entered as second class 
matter November 28, 1982, at the Post Office in Philadelphia under Act of March 3, 1879. Subscription price $3.00 per year. Printed in U. 8. A. 
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On the eve of the Southern Resort and 


Cruise season, we feel justified in pointing 
toward a trade-wide debt to white kidskin. 


Before white kid became the firmly estab- 
lished classic . . . the indispensable shoe for 
millions of smart women... manufacturers 
and retailers had to become color gamblers. 
Scarcely a Spring and Summer season came 
and departed without lamentable losses be- 
cause of the melange of colored shoes left 


over. 


Inventories were terrific, assortments scat- 
tered, and profits had the jitters. 


White kid has ended the headaches of shoe 
manufacturers who maintain in-stock serv- 
ice and of shoe retailers who must have 
turn-over. White LEVOR kid, all have 
learned, is salable to the last pair and always 
appeals to those who best know beauty. 





Those who resort “where summer spends the winter” are naturally in 
holiday mood and, this season particularly, will wear costumes profuse 
in color variations. This does not imply that shoes will match the 
dress colors. The all-white kid shoe complements every pastel and 
bright-hued costume and again will prove indispensable because of the 
versatility it affords. From the fashion viewpoint, sparkling pure 
white LEVOR kid is most dramatic when worn with so much color 
in dress. 


G. LEVOR & CO., inc. 


Tanners 59 Years 


GLOVERSVILLE NEW YORK 
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Rubber and Canvas Footwear increases dealer sales 
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Goodrich helps build extra sales and extra profits 


for you by providing footwear with the kind of fea- 
tures people want. Moreover, Goodrich offers good 
service—with features that dealers want. 


OODRICH service has been 
thoroughly “stepped up” to 
meet every requirement of mod- 
ern footwear dealers. A chain of 
20 stock depots, served by three 
factory warehouses, puts Good- 
rich at your back door with the 
merchandise you need, when you 
need it. 
Thus, you run no risk of losing 
profits because of an inadequate 
stock. Quick, same-day delivery 





service enables you to fill in sizes 
and styles to meet the demands 
of customers. Furthermore, this 
saves you money by preventing 
unnecessary and costly overstock- 
ing on your part. You can accu- 
rately regulate your stock to 
supply the particular items your 
customers are asking for. 
Goodrich quality and prestige 
.. . plus the right service . . . plus 
a sales policy which allows you a 


THE NAME GOODRICH ON 32,000 PRODUCTS IS RECOGNIZED AS A MARK OF 
QUALITY TO CONSUMERS — AND A SYMBOL OF PROFIT TO THE DEALER 


and profits - provides Catures that people want 





profitable mark-up through sug- 
gested minimum retail prices... 
all these assure you a bigger, 
more profitable season than ever 
if you concentrate on the Good- 
rich line. 


THE B. F. GOODRICH FOOTWEAR 
DIVISION 
Watertown, Mass. 


Branches at Atlanta, Ga.; Baltimore, Md.; Bos- 
ton, Mass.; Chicago, IIl.; Cincinnati, O.; Cleve- 
land, O.; Dallas, Tex.; Denver, Col.; Detroit, 
Mich.; Kansas City, Mo.; Los Angeles, Calif.; 
Minneapolis, Minn.; New York, N. Y.; Phila- 
delphia, Pa.; St. Louis, Mo.; Salt Lake City, 
Utah; San Francisco, Calif.; Seattle, Wash.; 


Syracuse, N. Y. 











This is one of a series of advertisements giving many reasons why it will be to your advantage to stock and sell Goodrich Rubber Footwe.r. 
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WHY Health Spot Dealers Enjoy 
PERMANENT and PROFITABLE Business 


HEALTH SPOT “TEACHER” 


WINDOW DISPLAYS 
BRING CUSTOMERS IN 


AND HELP YOU SELL THEM 


Never before have shoe deal- 
ers been offered such out- 
standing educational mate- 
rial for window display. 
These large 3-card 
“TEACHER?” displays 
(each card measures 3714x 
54 inches) TEACH as they 
SELL. Because they are 
large enough to command 
attention and _ interesting 
enough to persuade people to 
read, they make your win- 
dows do the best selling job 
possible. 














WHAT HAPPED 
when [oot are cof 
FOOT ARCHES IN NORMAL 


PERMIT FREE BLOOU. 
AND NORMAL NER 








boop) 


NS? 


s¢ 











HEALTH SPOT 


WINDOWS 


TEACH 
AND 
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HEALTH SPOT SHOES GIVE 
RESULTS THAT BUILD 
“REPEAT” CUSTOMERS 


Health Spot Shoes have 
been through a testing period 
of seven years and have been 
successfully worn by all 
types of feet from extremely 
weak to normal. There is no 
better shoe for holding feet 
in normal position and giv- 
ing real results in foot com- 
fort and better foot health. 
Health Spot Shoes sold by 
the Health Spot merchandis- 
ing plan mean PERMA- 
NENT and PROFITABLE 
business for you. 





WHY YOL 


ALTH SPOT 


WEAK FEET. WHEN. - 
“PLACED IN HEALTH -. 


HEALTH SPOT INSDLES ARE 
NORMAL FOOT ~ THAT (3. WHY>T 




















MUSEBECK SHOE COMPANY 


Danville 
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ENDICOTT-JOHNSON 


Men’s Brown Steerbuck 
blucher, white foxing, 
srepe sole and heel, Stan- 
don Genuine Leather In- 
sole. Sizes 6/12....$1.35 


5077M 


Men’s Grey new buck 
blucher, grey foxing, 
crepe sole and heel, Stan- 
don Genuine Leather In- 
sole. Sizes 6/12... .91.35 


~EF ast 
| ‘ 
= a 3 
She + ae ae 


5079M 


Men’s Blue Steerbuck 
blucher, white foxing, 
crepe sole and heel, Stan- 
don Genuine Leather In- 
sole. Sizes 6/12....91.35 


TT-JO 
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Y SCOOPS THE FIELD 





"| Kacqueleer 


ds a New Triumph in Shoemaking 
s oe FEATURING 





GENUINE LEATHER INSOLES 


Toe marks a significant development 
in modern shoe manufacture. At last it is 
possible to vulcanize rubber soles on leather 
uppers . . . and Endicott-Johnson’s smart 
new Racqueteer is the proud result! 


“ Uy, Racqueteer is designed primarily for tennis, 

/ § but is equally smart and suitable for other 
sports occasions. Men and women alike will 
find its handsome appearance and flexible 
comfort irresistible value at Endicott- 
Johnson's attractive prices. Made from buck 
type leather in all wanted colors. 










Racqueteer features Standon Genuine Leather 
insoles which prevent burning, hold shape 
and insure cool comfort. Order now .. they're 
al IN STOCK! 






5078M 


Men’s Brown new_ buck 
blucher, brown _foxing, 
aes sole and heel, Stan- 
don Genuine eather Tn- 
sole. Sizes 6/12....91.35 





Men’s Cream Buck blu- 
cher, perforated vamp and 
quarter, crepe sole = 
heel, foxing, Stando 

Genuine Leather Insole. 
Sizes 6/12 $1.35 


5031 


Same in Women’s. Sizes 
24/8 $1.25 





ENDICOTT, N 








THERES AN _ 
| ENDICOTT JOHNSON 


Produ 


FOR 
EVERY SHOE STORE 
IN AMERICA 


ST. LOUIS, MO, 
NEW YORK CITY 


07 - 


- 
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eR , 
THERE YOU WILL Finke 


TWO WINNING COLORS ... SAILOR BLUE 182... ARMY GRAY i9 , 
More interesting than the march of the cadets, more impressiy 3 


than the game — to shoe stylists, at least — was the prevalence of patent leathg 
seen in the grandstand. Strong during the Fall, it undoubtedly will be one , 


the most popular leathers this Winter and Spring. 
Certainly, colored patent is being worn now more than ever bé 


fore. Already Fifth Avenue has marked the trend, with all-over patentand cf 
ored patent worked in combination with other leathers. Out of thirty-eight colt 
which include pastels, metallics, white, and patterns, Colonial can supply you with a 
colored patent leather needed for this new business. 

Colonial Tanning Company | 


Boston, Mass. 


Shoes Gy SCHWARTE ant BENJAMIN 


WIDE WORLD PHOTO 
When writing advertisers please mention Boot and Shoe Recorder 
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— WORLD PHOTO 


COLOWNIAL 


FOR THE BEST PATENT LEATHER SHOES 
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RENOWN 





Just as the GRAND CANYON is famous to 
Americans for its awe-inspiring grandeur, 
BUSTER BROWN SHOES are renowned from 
Coast to Coast as having the greatest sales value 


to be found in any line of boys’ and girls’ shoes. 





F961 “Buster Brown Tread Straight’ 
Misses’ Coffee Elk Blucher Oxford, Flex-Dry Sole, % 
inch Rubber Top Heel, Welt, Shark Tip, Health 33 last. JANUARY — 1936 


AA, A, B, C, D, 12%-3. 
Child's Same, Rubber Spring Heel. A, B, C, D, $%-12. NATIONAL SHOE FAIR 


Sold by high class stores a i 5 { 67s: 9 ) 10 11 
Wrovine Sroe Gouger, VISIT US—Rooms 628-630 


MANUFACTURERS @ ST. LOUIS, MO. Morrison Hotel—Chicago 
Also Makers of Brownbilt and Air-Step Shoes 
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GRANT PARK STADIUM (Chicago) Seats 125,000 





























1S THIS TH 
WORLD'S BIGGEST 


STADIUM, GEORGE?) ~\__ 








Ce See aim 
ase ee 





WEMBLEY STADIUM (England) Seats 126,000 


BUT THERE’S NO GUESSING ABOUT WHICH 
IS THE WORLD’S BIGGEST MAGAZINE 


WRONG, GEORGE) 


— WEMBLEY 
STADIUM IS 














... dts circulation is twice as big as that of its nearest competitor! 


CA 
é The » 
AMERICAN 


WEEKLY 


WW 


MORE THAN NEAREST 
5,500,000 COMPETITOR 
CIRCULATION CIRCULATION 











@ 125,000 people sounds like a pretty 
big crowd. But to get an idea of what 
a really Jig crowd is, picture this in 
your mind: It would take forty-four 
Grant Park Stadiums, packed to capac- 
ity, to equal in,round numbers the 
circulation of the world’s biggest 
magazine! 

For every week The American 
Weekly reaches more than 5,500,000 
families . . . double the circulation of 
any other magazine onearth! It reaches 
1 out of 5 to 1 out of every 2 families 
in the first-line buying areas, where 
70% of the nation’s families live and 
make 80% of all retail purchases. 

That’s the kind of circulation back- 
ing you get from manufacturers who 


advertise in The American Weekly the 
daily necessities and luxuries you sell. 


What The American Weekly is 


The American Weekly, the largest 
magazine in the world, is distributed 
through the 17 great Hearst Sunday 
Newspapers. 
In each of 158 cities, it reaches 
one out of every two families 
In 146 more cities, 40 to 50% of 
the families 
In an additional 139 cities, 30 to 
0% 
In another 171 cities, 20 to 30% 


...and more than 1,982,000 additional 
families in thousands of other large 


and small communities buy and read 
The American Weekly. 


THEAMERICAN 


Greatest 
Circulation 
in the World 


“The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 
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ee FINE SHOES 
made by a 


MODERN METHOD 


Many leading manufac- 










turers of quality footwear 






are producing Silhouwelts 






in smart new designs. 






They offer unsurpassed 









values to the wearer and a 













real business building op- 





portunity to the merchant. 


SILAFQUWELIS 

















UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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META* POISE [ 


Our line of Walking and Sport Types 


with patented Metatarsal Features 


If you have been looking for a visible selling feature 
for pepping up your volume of business among the 
Young Moderns, this new Cavalier line has it—and 
at a popular price! For women much on their feet, 
or for Street, or for Spectator Sport Wear, the pat- 
ented Metatarsal Pillow acts as a shock absorber for 
the nerves and blood vessels of the foot. Besides, 
Meta-Poise Cavalier Shoes are smartly styled, and 
yield the required mark-up for profitable operation. 
As a feature line, they give your store an EDGE over 


competition. 





The innersole carries a pat- 
ented adjustable Metatarsal 
Pillow, containing lamb’s 
down, a feature found in no 
other line; and is protected 
against infringement. 


The Meta-Poise franchise will 
serve as your insurance policy 
against the hazards of every- 
day merchandising. Would 
you like to know more about 
it? Please write us. 


il 


Upper Illus.: ‘*Wicket’’— A Meta-Poise style for Spring. 


Lower Illus.: ‘‘Neil’*—A Meta-Poise style for Spring. 


META-POISE SHOES, Division The H. C. Godman Co., Columbus, Ohio 
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